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C MM UNITY ™ 
INVOLVEMENT - 





THE EVENT: 

The 1964 Annual Minnesota Symposium ... a 4-day 
Free exchange of ideas on GREAT ISSUES IN GOVERN- 
MENT on the University of Minnesota campus. 

THE SPEAKERS: 

Senator Wayne Morse, Oregon 
Harold Stassen, Presidential Candidate 
Governor George C. Wallace, Alabama 
Roy Wilkins, NAACP Executive Secretary 
James J. Kilpatrick, Jr., Virginia Editor 
Dr. Walter Heller, Administration Economist 
W. Allen Wallis, Pres. of Rochester Univ. 
Norman Thomas, Socialist 
Robert Welch, John Birch Society Founder 

THE SPONSORS: 

WCCO and the University of Minnesota 





COMMUNITY (City. State. Nation) INVOLVEMENT, 
plus acceptance, makes WCCO Television the DIF- 
FERENCE BETWEEN GOOD AND GREAT IN TWIN 
CITY TELEVISION 



WCCO 

MINNEAPOLIS - ST. PAUL 

Nat'l Reps: Peters, Griffin. Woodward. Inc. 
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To Sell To Kansans / Buy KTVH 



TV viewers in Wichita and 53 counties in rich Central Kansas depend upon KTVH, the 
Tall Tower Power Station, to bring them the local news FIRST! Mobile units present 
vivid, on-the-spot coverage. Over 50 weekly newscasts offer comprehensive and 
complete coverage of regional and national news. To sell prosperous Kansas, buy 
KTVH with dynamic news programming. 



KTVH 

WICHITA /HUTCHINSON 

( tf\ BLAIR TELEVISION ^^^J 
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FTC loses probe to new commission 

Hanu fa ctUrers and admen will watch for recommendations 
which may affect media and presentation of advertising 



Nielsen NTI hike 

CHICAGO — Price rue of about 
75% for its national network IV 
sen tee X 1 1 announced hut neek 
for A. C. Nielsen by Chat Sha* . 
exe< nthe vice president. I'arlially 
a remit of It road cast Rating Coun- 
t il auditing proposals, price hike 
was attributed to "serine r< \ tuonx 
considered ewential in today's de- 
manding research environment." 
N 7 / sample currently being 
changed over to include Mountain 
lime Zone and, when completed 
in 1965, will be tot all v, but gradu- 
ally, revised during every five-year 
period. 



Wellington — The Federal Trade 
Commission's prospective, large scale 
(tody of chain store food retailing 
Ltd private brands has been handed 
fever to a presidentially-suggestcd na- 
ional Commission on Food Market- 
lag, Onlookers here wonder if there 
.i> any significance in timing of Pres- 
ident's sudden decision to have an ap- 
xjinted, bi-partisan group take over 
N-obe, instead of regulatory agency, 
tome interpret it as snub to spread- 
ng regulatory power, although FTC 



^iC-TV TO SELL 

Sunday mornings 

Chicago — ABC-TV got NAB 
•onvention off to sprightly start with 
vord that it will scrap sustaining 
Unetity of Sunday morning network 
rV and solicit sponsors for expanded 
jJock of kids' programming. (CBS- 
TV programs only religious and cul- 
tural shows Sunday morning, not 
available for sale; NBC does no pro- 
gramming at all until the early after- 
l loom) 

\ Meantime, ABC execs also talked 
J jp Nielsen 30markct report for week 
4 rnding Mar. 29, which has WEB 
jver 2 points ahead of NBC. Figures: 
38, 19.4; ABC, 17.8; NBC, 15.6 
V. M. A, rating could easily give ABC 
second place in national report for that 
|«etk. Over same period last year, 

!\BC is up 20 percent, while CBS 
s down a negligible 1 percent and 
XBC is off 10 percent in ratings. 

Holes and some weaker spots in 
vetwork's fall prime-time schedule — 
Jp in air until hours before ABC 
jpper echelon packed their bags for 
Chicago — were filled in by Pres. Tom 
\ Moore for the more than 1000 early 
i| irrivals attending annual affiliates 
fe presentation. Two last-minute changes 
were; made in Wednesday night line- 
up: 8:30-9:30 p.m. slot, which looked 
like it belonged to Alexander the 
Great, will be occupied by returning 
Outer Limits; it was decided to fill 
a the vacant 10:30 p.m. period with 
" ABC news reports. Rather than pit the 
• 30-minute Price is Right against hour- 
C long shows on both compctcting net- 
, works, ABC will bring back Jimmy 
Dean Show Thursdays, 10-11 p.m. 
and after straddling schedules for 
weeks in on-again-off-again situation, 
Mickey Rooney finally got the nod 
tor the Friday, 9-9:30 p.m. slot. 



has also been taken to task for con- 
centrating on the "picayune." 

Senate resolution to have FTC 
probe chainstore giants for possible 
misuse of power — and for too broad 
a price spread between supplier and 
consumer by distributors and market- 
ers — has just recently had Senate 
Commerce Committee hearing. 

Sen. Gale McGee promptly won un- 
animous consent to have his probe 
resolution reworded to incorporate 
President Johnson's suggestion. McGee 
told senators that powerful, postwar 
giant chain store is now $70 billion a 
year business. McGee thinks this not- 
so-jolly giant is flexing corporate mus- 
cles to depress farmer and meat sup- 
plier prices, and overcharge housewife. 
The Presidential commission will have 
15 members, five senators appointed 
by president of the Senate, five mem- 
bers from House, appointed by the 
speaker, and five by President Johnson 
from outside government. Commission 
will study trends in chain store 
food retailing, and effectiveness of 
government statutes and agencies to 
deal with present and future develop- 
ments in this industry. 

Heinz, Maxon to split 
after 30-yr. alliance 

Pittsburgh — "Recent changes in 
marketing strategy" caused H. J. 
Heinz Co., to leave Maxon, Inc., 
Detroit, after 30-ycar client-agency 
pact, said to one of longest ever. 
Maxon continues through July 31 to 
place advertising it has created, al- 
though change-over date is May I. 

An estimated $9-million Heinz bill- 
ings was divided among three agencies: 

To Ketchum, MacLeod Jk Grove. 
Pittsburgh: Heinz vinegars, sauces, 
beans, apple sauce, mustards, and In- 
stitutional Food Service Div. The 
same agency continues with Blend, 
non-carbonated fruit drink it's serviced 
since Heinz bought product in 1960. 
Billing increase: estimated at about $3 
million. 

To Doyle Dane Bcrnbach. New- 
York: Heinz ketchups, chili sauce and 
soups. The agency has handled some 
$2 million in soup accounts since 
1963. Estimated total: $5 million. 

To Grey Advertising. New York: 
Heinz baby foods, pickles, relishes, 
worth about $3-million. 

Leo Burnett, Chicago, cont/nues 
for Heinz Star-Kist foods. 



Broadcast Rating Council 
starts national audits 

New York — Three national CPA 
firms have been authorized by Broad- 
cast Rating Council (BRC) to start 
auditing several rating scr\ ices that 
regularly conduct national surveys. 

Audits are to start at once, last 
six-eight weeks, be implemented by a 
continuing audit that "will go on in- 
definitely." These initial pilots con- 
form to BRC accreditation procedure, 
also formally announced March 3 1 . 
Article II, Sect. A reads, in part: "Ac- 
creditation shall be granted by the 
Council to a service if the service . . . 
submits to audits by or on behalf of 
the Council." 

BRC also confirmed SPONSOR'S 
recent announcement of H. M. Be\ - 
ille, NBC vice president, as chairman 
of accreditation committee for serv- 
ices that don't conduct surveys on 
regular schedules and/or arc local or 
regional. Committee members: Wil- 
liam Wcilbacher, C. J. LaRochc; Ed- 
ward Codcl. the Katz Agency, repre- 
senting SRA: Richard Forsling. CBS. 
They expect to c\ ol\c procedures 
and standards by mid-year, they an- 
nounced. 

Julius Barnalhan, ABC vice presi- 
dent, and Heville briefed BRC on 
national TV audience-measurements 
activity (CONTAM). while M A. 
Goldberg, NAB research director, 
depicted local TV audience work 
(COLTAM). "Greatly heartened" by 
"substantial strides and progress." 
Donald McGannon of Group YV and 
BRC chairman, noted: "There is a 
growing body of feeling which indi- 
cates that our purposes arc being 
realized, and that our targets are 
being met." 
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Transcontinent completes $38.5-mil sale of outlets 

Taft Broadcasting, Midwest Television and Time-Life make buys 



New York — Finalization of $38.5 
million sale of 1 1 Transcontinent Tele- 
vision Corp. stations took place last 
week with formal transfer of control 
of new owners. 

Biggest slice of Transcontinent pie 
($26.9 million) went to Taft Broad- 
casting with purchase of WGR-AM- 
FM-TV Buffalo; WDAF-AM-FM-TV 
Kansas City, Mo.; and WNEP-TV 
Scranton-Wilkes-Barre. Latter operates 
on Channel 16, former two TV sta- 
tions are VHF. 

Midwest Television and Time-Life 
Broadcast divide remaining TTC 
properties, with KFMB-AM-FM-TV 
San Diego now under aegis of Mid- 
west, and Time-Life adding its first 
U, KERO-TV Bakersfield (Channel 
23) to its roster of five TV stations. 
Not included in sale is WDOK-AM- 
FM Cleveland, which will continue 
under Transcontinent operation. 

Holders of more than 1.8 million 
shares of Transcontinent will receive 
$20 cash per share, with an additional 
$1.20 to be paid at later date, com- 
pleting dissolution of firm as publicly 
held corporation. Taft's stock, traded 

French-language president 
a big CAB convention issue 

Quebec City — Strongest pressure in 
years has been building in Canada 
for election of French-language broad- 
caster to presidency of Canadian As- 
sociation of Broadcasters. 

With CAB's annual convention 
meeting at the same time as NAB, 
authoritative sources say most likely 
choice will be Jean Pouliot, Director 
General de CKMI-TV Quebec City, 
currently vice president for television 
on CAB board. 

There has been consistant demand 
for greater inter-and-intra industry 
recognition of the French-language 
broadcasters by their association, 
ACRTF, with growing support coming 
from many quarters with the increas- 
ing press for bi-cultural attitudes. 

Another factor, which may make it 
politically expedient for CAB to suc- 
ceed Don Jamieson, CJON-AM-TV 
St. John, Newfoundland, with a 
French-language station member at 
helm, is Federal appointment of Maur- 
ice LaMontagnc as secretary of state 
of Canada. The broadcasting industry 
reports to Parliament through the 
secretary of state, and M. LaMontagnc 
is certainly the first French Canadian 
in that post in recent history. 



on New York Stock Exchange, 
reached new 1964 high of $29 last 
Wednesday. 

Joe Hartigan to retire; 
39 yrs. at Campbell-Ewald 

Detroit — Joseph J. Hartigan, 
who joined Campbell-Ewald in 1925 
as media director, will retire May 1 
with the title of senior v.p., vice 
chairman of the board, director, and 
member of the executive committee. 
He started his 39-year career with 
C-E after working for Critchfield 
Advertising, Chicago. 



WQXR SCOTCH SCOTCHED 

NEW YORK — On Wednesday, 
the day that WQXR New York 
planned to start late-evening hard 
liquor advertising, one of two spon- 
sors canceled for Murirhead's Scotch, 
substituted wine copy instead. Reason: 
bill outlawing liard liquor plugs on 
both radio and TV appeared in U.S. 
Senate. 

Unwilling sponsor McKesson & 
Robbins said it didn't want "to en- 
courage added restrictive legislation 
in industry that is burdened by con- 
trols" — i.e. broadcasting. The firm 
added, "We have decided the issue 
of hard-liquor over radio needs 
further study." 

Threatening legislation had been 
introduced by Sen. John Pastore 
(D., R.I.), Communications Subcom- 
mittee chairman, and Sen. Warren 
Magnuson (D., Wash.), Commerce 
Committee chairman, two groups that 
originate many broadcasting industry 
controls. 



Talent scrambles for KRLA 

Washington — Goodson-Todman, 
Bob Hope, Art Linkletter and Mc- 
Donald Carey are among names of 
21 applicants scrambling for owner- 
ship of KRLA, Pasedena, Calif. All 
filed at last minute, at Federal Com- 
munications Commission's Mar. 31 
deadline last week. The AM station 
was formerly owned by Donald R. 
Cooke, and was thrown on market 
when FCC denied Cooke's renewal 
application. Cooke ownership offici- 
ally ends May 1. 

Also among applicants were Carl 
Haverlinc, former president of Broad- 
cast Music, Inc., and Horace Heidt, 
former musical darling in the golden 
days of radio, presently owner of 
various music and dance enterprises. 



WEB TV BILLINGS 
HIT $833 MILLION 

New York — Total gross time bill 
ings for network TV were $832,736- 
800 in 1963 some $10 million of 
which came from 45 advertisers using 
medium for first time, according 1 
TVB report issued today. 

The top 10 network advertisers 
were: Proctor & Gamble, $59.8 milr 
lion (up $8.1 million); American 
Home Products, $36.1 million (Uf 
$3.1 million); Bristol-Myers, $.3»li 
million (up $6.3 million); General 
Motors ($26.3 million (up $1.9 mil- 
lion); Lever Bros., $25.2 million; ■ 
J. Reynolds, $24.5 million; Colgafs 
Palmolive, $24 million; Generil 
Foods, $21.1 million; Gillette, $17.# 
million; Alberto-Culver, $16 millioJL 

Notable increases were for Bristol- 
Myers, which moved from fourth te 
third place; General Motors, from 
seventh to fourth; Gillette, from 
tenth to ninth. Of 344 advertisers 
using network TV, however, 17C 
billed less than $500,000. 

FCC counsel drops out 

Washington — Max Paglin, genera 
counsel for FCC, and Chairman E 
William Henry's right hand man dur 
ing Hill arguments over FCC author^ 
in commercials regulation, is leavin* 
Commission to join a newly former 
law firm here. He will be one 0 
seven partners, one of the best knowr 
being Paul A. O'Brien, associate o 
Gene Autry in ownership of profes 
sional sports teams and hotels. An 
nouncement notes that Paglin was 21 
years with Federal Communication 
Commission. He was appointed FCC* 
general counsel in March, 1961. 

O'Brien is an owner, Officer ant 
director of Los Angeles Angels 
(American League), Los Angele 
Rams (national league pro footbal 
team) as well as Gene Autry Hote 
Co., which has recently taken oi 
several hotels in West, including 
famous Mark Hopkins in San Fraa 
cisco. 

Paglin leaves FCC on May 2nd 



NABET ok's ABC pact 

NEW YORK — nabet at last 
minute averted strike at abc, voting 
Friday afternoon to aceept network's 
terms for new contract. Deadline 
was 5 P.M. Union had been working 
under agreement while negotiating 
since old pact expired last month. 
New terms were agreed to by Nabet's 
national membership. 
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lew mobile 

Transistorized . . . compatible . . . quadruplex 
Compact... for roll-in convenience! 




kit's a "transportable" high-quality, quadru- 

m recorder that's ideal for making commercials 
f v location. Although especially designed for 
<w> cording purposes, it includes limited playback 
'ti i v checking. Its compactness (only 28" x 22" x 
^: on casters) and mobility make it an excel- 



RCA 8rMCkJSt and Television Equipment 
Budding IS 5. Camden. N I 




lent recorder for those tapes to he made away 
from the studio. Fully transistorized and modu- 
larized, it produces tapes that can he played 
back on all quadruplex recorders, alfording the 
same high quality, on-air standards. It records 
in color as well as in black and white. 
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GENERAL 



The new era of practical ethics 

Broadcasting's best year is marked by acknowledgement of faults 
and active self -regulation, while a growing number of broadcasters 
and advertisers see lite light 



ADVERTISERS 



Local TV tape seminars planned by 3M 

Minnesota manufacturer has prepared special tapes, production 
manuals, other items for stations, and 50 of them said "yes" 



AGENCIES 



Mad but wonderful world of a copywriter 

Here is how a copywriter lives, works. Her world is one of 
dizzziness, pain, frustration, but also fun 



39 NAB CONVENTION SPECIAL 



TIME/BUYING & SELLING 



An open letter from SRA to NAB 

Station representatives association director Larry Webb airs an 
industry problem 



TV MEDIA 



TV's neglect of women scored 

More "realistic" TV portrayal of fair sex 
needed, star urges 



RADIO MEDIA 



Bright '64 picture painted for ABC 

Pauley tells radio network's affiliates of 38 percent gain in 
segmented sales last year over 1962, with first quarter of 1964 
ahead 26 percent over 1963 period 



SYNDICATION & SERVICES 



Inch new NBC-Canada head 

New general manager succeeas George Harper 
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SPONSO 



LEADING THE FIELD 



According to three recent surveys. SPONSOR is leading the field by plenty. The latest shows 
SPONSOR ahead of the second book in agency regular readership by 37 r r and 8 1 r 'c ahead of 
the third. Among advertisers we're 709c ahead of the second and 1 03 f f ahead of the third. 



J Why this outstanding leadership? Because SPONSOR is edited I OO'r for the benefit of broad- 
$ cast-minded agency and advertiser personnel — timebuyers. other media personnel, account ex- 
% ecutives. plans board members, research people, ad managers and others concerned with bining 
television and radio time and programs. 




555 Fifth Avenue 



New York 10017 




212 MUrrayhill 7-8080 
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Hear "MONEY MAKER" 
Space A & B, East Exhibit Hall 

COMMERCIAL RECORDING CORP. 




YOU SHOULD HEAR 

Donald W. Reynolds, Jr., President of KPUB 
Pueblo, Colorado, says: "We've had the CRC 
Moneymaker Library about a month, and it is 
certainly well namad. We sold two appliance deal- 
ers large orders almost as soon as it came in, 
thanks to the appliance jingles. We have news 
contract with a bank looking very good due to 
personalized jingle. We feel that it is the finest 
library available, and the best we've ever worked 
with. The guality throughout is exceptional." 

Hear "MONEY MAKER" 
Space A & B, East Exhibit Hall 

COMMERCIAL RECORDING CORP. 



The combination that really pulls 

MAINE ,» 
LOBSTERADIO 




HOME OFFICE: LOBSTERADIO 
779 Warren Ave. 
Portland, Maine 

REP National: Stone Reps, In: - NYC 
Boston Bill Creed Associates 



NORTHERN NEW [ NGLAND'S MOST POWERFUL SOUND 




PUBLISHER'S 
REPORT 



OLLIE TREYZ IS BACK, BOYS! 

Like him OR not, hardly anyone will deny that Oliver "Ollie" Treyz 
adds zest to the broadcast advertising business. 
And that's an understatement. 
Since 1 happen to be a Treyz enthusiast I was more than casually 
interested last week when 1 bumped into Ollie shouldering his way through 
the Fifth Avenue crowds and discovered he was on his way to his new 
office on Lexington Avenue. 

"When did you leave Revlon?" I asked, 
'in exactly 60 minutes I'll be ex-Revlon." 

That was as much as he'd tell me, except that he promised to phone 
the next morning and let me know what he's doing. 

"But you'll be surprised," he concluded, dashing across the street, 
just ahead of a fast-moving cab. The cabbie leaned out and yelled, "Wanna | 
lose a leg, buddy?" I 

Thursday morning Ollie was on the phone with the news. I was 
surprised. 

Ollie has become a TV station rep. 

He's joined forces with Tom Judge and Jack Mohler, two well-known 
national representatives, in a small-list company called National Television, 
Sales, Inc. 

1 talked to Tom Judge. 

He pointed out that Ollie will be very much the boss, that all three I 
principals will be on the sales firing line. I expressed surprise and he saififl 
that Ollie will be calling on heads of companies and doing a top-level J 
selling job. 

"How many stations do you have?" I asked. 
"None." 

"None? How do you keep going until you get one?'* 
"We've each put a lot of money into it," said Tom. "Especially Ollie 

We're promised additional financing if we need it. We believe in the concept! 

of a short list and maximum in-depth selling and service. We'll go heavy] 

on research." 

I must admit that I'm fascinated with the dash and daring of this ne\sj 
enterprise. 

Imagine setting up a new rep firm without a client, or without pre 
liminary talks with prospects. I'm assured that's the way this one is heinf j 
done. 

Imagine talks with principals continuing for a full year without 
single leak. I'm told that Ollie insisted on total secrecy. 

It's true that everything Ollie docs has an clement of drama. Wc cai| 
expect some innovations. 

It's nice to have Ollie back, even though sonic representatives ma 
resent the intrusion. 

As with another colorful character* Pat Weaver, we can expect th J 
unexpected. 
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ratings up 



even Arts ' Films of the 50s" 
oost new WABC-TV, New York 
mature film programming schedule 
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share-of-audience up 
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THIS IS WHAT HAPPENED: 

25 Seven Arts' "Films of the 50's" (from Vol- 
ume 7) programmed recently by WABC-TV, 
New York, in their new "The Best Of Broad- 
way" feature film showcase (11:20 P.M. to 
conclusion) boosted the station's ratings by 
75% and Share-of-Audience by 47% over last 
year's previous programming in the identical 
25 time periods. 

For complete details and all A.R.B. facts and 
figures, please contact your nearest Seven 
Arts' office. 





HERE ARE SOME OF THE PIX THAT DID IT: 



SEVEN ARTS 
ASSOCIATED 
CORP. 




DESK SET 

Spencer Tracy 
Katnanne Hepburn 



A SUBSIDIARY Of SEVEN ARTS PRODUCTIONS. LTD 
NEW YORK 200 Park Avenue. YU«on 6 1717 
CHICAGO 4630 Estes. L'nctXowcod. 1 1 . ORchard 4 5105 
DALLAS 5641 Charleston Drve ADams <> 2S55 
LOS ANGELES 3562 Royal Woods Of *e. Sherman Oaks. Col ' ST.ve 8 8276 
TORONTO. ON TAR 0 1 1 Ade- a ds St West. EMp re 4-7193 
LONDON Wl ENGLAND 24 Be'.o *y So . H>de Park 0671 
D str buted cuts de o< the Un ted States £ Canada. Cao e NORF LM London 



Preview these fine 
attractions at Seven Arts' 
Hospitality Suites 
439 • 441 • 443 • 445 
Pick-Congress Hotel, Chicago — 
Sun., Apr. 5— Wed., Apr. 8 



THE 

WAYWARD BUS 

Dan Da e> 

Jay e Vans! c 1 



HALF ANGEL 

i. P*. . < p. 

Jose h C " 



OH. MEN! 
OH. WOMEN' 
T , 





A HATFUL 
OF RAIN 

Eva Var« So it 
Don Murray 



WILL SUCCESS 
SPOIL 

ROCK HUNTER ? 

T f Ra la 
Ja>i~e Vjns' 



LOVE ME TENDER THE 

t . r , RIVER S EDGE 



SPONSOR / April 6, 1964 



9 



CALENDAR 



APRIL 

Assn. for Professional Broadcasting 
Education, annual meeting, Conrad 
Hilton (to 6). 

National Assn. of Broadcasters, an- 
nual convention, Conrad Hilton Hotel, 
Chicago (to 8). 

Television Film Exhibit (TFE '64), 
Pick-Congress Hotel, Chicago (to 8). 

Assn. of National Advertisers, west 
coast meeting, Del Monte Lodge, Peb- 
ble Beach, Calif, (to 8). 

National Assn. of Tobacco Distrib- 
utors, 32nd annual convention, Hotel 
Fontainebleau, Miami Beach (to 9-. 

Financial Public Relations Assn., 
North Atlantic regional meeting, 
Schine-Ten Eyck Hotel, Albany, N.Y. 
(6). 

National Premium Buyers Exposi- 
tion, 31st annual display, sponsored by 
Premium Advertising Assn. of Amer- 
ica, National Premium Sales Execu- 
tives, and Trading Stamp Institute of 
America, at McCormick Place, Chi- 
cago (6-9). 

Transit-Advertising Assn., annual 
meeting, Casa Blanca Inn, Scottsdale, 
Ariz. (6-9). 

Broadcast Pioneers, 23rd annual 
awards dinner, Conrad Hilton, Chi- 
cago (7). 

Boy Scout Lunch-O-Rcc, annual 
fund-raising event for New York City 
area, chaired by Young & Rubicam 
president Edward L. Bond, at Waldorf- 
Astoria (8). 

Michigan AP Broadcasters Assn., 
session at Kellogg Center East Lans- 
ing (11). 

Alabama AP Broadcasters, meeting 
at Birmingham (1 1). 

Society of Motion Picture & Tele- 
vision Engineers, 95th technical con- 
ference, Ambassador Hotel, Los Ange- 
les (12-17). 

Intl. Radio & TV Society, News- 
maker Luncheon, Waldorf-Astoria, 
N.Y., main speaker to be Robert 
Moses, president of N.Y. World's 
Fair (13). 

Film Producers Assn. of N. Y., 
workshop on "How effective Use and 
Distribution of Sponsored Films Can 
Help Achieve Your Marketing Goals" 
held with cooperation of Assn. of 
National Advertisers, at Plaza Hotel, 
N. Y. (14). 

Professional Photographers of Am- 
erica, deadline for entries in fourth 
National Exhibition of Advertising 
Photography, headquartered at Mil- 
waukee (15). 

Women's Advertising Club of 
Baltimore, advertising seminar, Shera- 
ton Belvedere (16). 

Chesapeake AP Broadcasters Assn., 
annual meeting, Sheraton Belvedere 
Hotel, Baltimore (16-17). 

Bedside Network of Veterans 
Hospital Radio & TV Guild, 16th an- 
niversary ball. New York Hilton (17). 

Radio-TV Guild of San Francisco 



State College, 14th annual radio-TV 
conference and dinner, on campus, 
S. F. (17-18). 

Advertising Club of N.Y-., 14th an- 
nual Inside Advertising Week for col- 
lege seniors, Biltmore Hotel, N.Y. 
(19-25). • 

Financial Public Relations Assn., 
South Central regional meeting, Brown 
Palace Hotel, Denver (20). 

Associated Press, annual meeting, 
President Johnson to speak, Waldorf- 
Astoria, N. Y. (20). 

Society of Typographic Arts, first 
annual Trademarks/ USA national re- 
trospective exhibition of American 
trademarks, symbols, and logotypes, 
Marina Towers, Chicago (opens 20). 

National Academy of Recording 
Arts and Sciences, third annual sym- 
posium in association with Bureau of 
Conferences and Institutes of N.Y. 
University's Division of General Edu- 
cation, titled "Recording and Music: 
Culture, Commerce, and Technology," 
at Hotel Lancaster, N.Y. (to 22). 

Television Bureau of Advertising, 
annual spring board of directors meet- 
ing, Greenbrier, White Sulphur 
Springs,^. Va. (22-23). 

American Assn. of Advertising 
Agencies, annual national meeting, 
The Greenbrier, White Sulphur 
Springs, W. Va. (23-25). 

Advertising Federation of America, 
fourth district convention, Tampa, Fla. 
(23-26). 

Pennsylvania AP Broadcasters 
Assn., annual meeting, Boiling Springs, 
(24). 

Georgia AP Broadcasters' Assn., 
annual meeting, Atlanta (25). 

Affiliated Advertising Agencies Net- 
work, annual meeting, Andrew John- 
son Hotel, Knoxville, Tenn. (26-May 
2). 

Womctco Enterprises, annual stock- 
holders' meeting, Midway Motor 
Hotel, Flushing, N.Y., and at World's 
Fair (27). 

Assn. of Canadian Advertisers, an- 
nual conference, Royal York Hotel, 
Toronto (27-29). 

Society of Photographic Scientists 
& Engineers, 1964 international con- 
ference, Hotel Americana, N.Y. (27- 
May 1). 

Station Representatives Assn., 1964 
Silver Nail-Gold Key Awards, Wal- 
dorf-Astoria, N. Y. (28). 

American Film Festival, sixth an- 
nual by Educational Film Library 
Assn., 16mm competition, Hotel Bilt- 
more, N. Y. (20-May 2). 

American Women in Radio §t Tele- 
vision, 1 3th annual convention, Mayo 
Hotel, Tulsa (30-May 3). 

American Marketing Assn., New 
York Chapter's second annual new 
products conference, Hotel Delmonico, 
N.Y. (30). 

MAY 

Kansas Assn. of Radio Broadcast- 



ers, annual convention, Lassen Hotel, 
Wichita (1-2). 

Kentucky Broadcasters Assn., spring 
convention, Louisville Sheraton Hotel 
(4-6). 

Missouri Broadcasters Assn., annual 
meeting, Columbia (5-6). 

CBS-TV, annual conference of net- 
work and affiliate executives, New 
York Hilton (5-6). 

Electronic Industries Assn., work- 
shop on maintainability of electronic 
equipment. Sheraton-Jefferson Hotel, 
St. Louis (5-7). 

Montana AP Broadcasters Assn., 
session at Lewiston (7). 

California AP Radio-TV Assn., 
session at Hyatt House, San Jose (9>. 

Indiana AP Radio-TV Assn», ses- 
sion at Indianapolis (9). 

California AP Radio-TV Assn., an- 
nual convention, San Jose (8-10). 

Pennsylvania Assn. of Broadcasters,, 
annual meeting, The Inn, Buck Hill 
Falls (10-12). 

National Retail Merchants Assn., 
sales promotion division convention, 
Hotel Americana, N. Y. (10-13), 

Direct Mail Advertising Assn., di- 
rect mail institute, University of Con- 
necticut, Storrs, Conn. (10-15). Mail 
order seminar, Statler Hotel, Boston 
(12). 

Assn. of National Advertisers, ses- 
sion at Waldorf-Astoria, N. Y. (11- 
12). 

Sales Promotion Executives Assn., 
seventh annual conference, Astor 
Hotel, N. Y. (11-13). 

National Academy of Recording 
Arts & Sciences, dinners for Grammy 
Award winners, simultaneously held 
by its chapters in New York, Los An- 
geles, and Chicago (12). 

American TV Commercials Fes- 
tival, fifth annual awards luncheon, 
Waldorf-Astoria (15). 

Sales & Marketing Exeeutivcs-Jntl., 
convention, Palmer House, Chicago 
(17-20). 

Ohio Assn. of Broadcasters, spring 
convention, Commodore Perry Hotel, 
Toledo (21-22). 

Alabama Broadcasters Assn., spring 
convention, Broadwater Beach Hotel, 
Biloxi, Miss. (21-23). 

Louisiana-Mississippi AP Broad- 
casters Assn., annual convention, 
Jackson, Miss. (22-24). 

Emmy Awards 16th annual telecast. 
Music Hall, Texas Pavilion, New York 
World's Fair, and the Palladium, Hol- 
lywood (25). 

Catholic Press Assrt., convention, 
Penn-Sheraton, Pittsburgh (25-29). 

Art Directors Club of N.Y., awards, 
luncheon. Americana Hotel (26). 

Visual Communications Conference 
(Art Directors Club of N. Y.), New 
York Hilton (27-28). 

American Research Merchandising 
Institute, Del Coronado, San Diego, 
(31 -June 6). 
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Small Sin ni l 



Is it the I unction of an advertisement 
about a television station to inform? 
We suppose so— if the reader is able 
to use the information at the moment, 
or has the gitalin or passion to put the 
information in his refrigerator until he's 
hungry for it I at which time it may 
have been eaten by another member 
of the I amity ) . 

Take \VM 1 -TV. ( Hy all means take 
WMT-TV. ) Your refrigerator must be 
o\ erflowing with tidbits W£ have sup- 
plied so generously about once a month 
for the last decade. You — or your re- 
frigerator — must know how, like Geo. 
Washington, we have achieved a place 
in the hearts of our countrymen (city- 
men too; {'astern Iowa teems witr. 
both). You — or your refrigerator — 
must know that we have contemporary 
statistics to prove it (to our own satis- 
faction, at least ) . You — or ditto — must 
knou that our news operation is the 
envy of Reuters. I.ippmann. and the 
CIA. And how we have a tower that 
tops the topless towers of Ilium by 
some 1.4(H) feet. And how we have an 
audience of immaculate dirty capitalists 
vsith tuners grooved to Channel 2. 

Well, if you happen to look in y our 
refrigerator at the right time, and hap- 
pen to be scheduling our way, and hap- 
pen to need some of our merchandise, 
and happen to remember that Pastern 
Iov%ans are pretty good consumers, give 
us or our reps a buz? sometime. 




National Representatives: 
The Kat/ Agency 

Aft dialed with \VM I -AM WM I I M. 
K-WMI, Fort Dodge, \\ L Bt , Duluth 



WMT-TV 



C//V I i'lcvi\ii>rt for I astern Iowa 



C filar Rapi<h — Waterloo 



555 FIFTH 




Inside 
SPONSOR 



I was never quite able to accept 
the relegation of the timebuyer to 
a ''corner". 

What was Timebuyer's Corner 
has now expanded into a full fledged 
department dealing with both sides 
of the same coin. 

Time. The buying and selling of 

it. 

And there is good reason for de- 
voting more space to the people 
who were for so long cornered on 
two sides of one yellow page. They 
are knowledgeable and they are ar- 
ticulate. The concepts and the ex- 
perience and their anticipations for 
the future, which they have put into 
words for the readers of SPONSOR, 
are a cumulative text to which the 
freshman team in the industry can 
turn for schooling. We hope to make 
the Time/buying & selling section 
an always updated guide for the 
jungle of philosophies. 

$ $ $ 

At press time we are en route to 
Chicago and the NAB Convention. 
Bill Falk, Charles Sinclair, and I 
will be joining the administration 
and sales staffers between coverage 
chores in suite 2406 at the Conrad 
Hilton. We hope to have at least 
one visit from friends who will be 
coming to the convention. 

Since the Canadian Association 
of Broadcasters is having its own 
convention in Quebec City at the 
very same time, I'm hoping to put 
in as much as half my time north 
of the border, in order to report 
what changes are taking place there. 
For anything that's hot in the Fast, 
Bill Ruchti will be heading the staff 
and holding down my desk in New 
York. 




Gentle man 

To all those who came in busi- 
ness contact with him, Ernie Stern 
was a craftsman of the first order. 
To those who knew him personally, 
Ernie was proof that gentleman is 
really two words. 

The untimelincss of his tragic 
death makes 1964 a particularly 
gloomy year. 

With this letter we hope to fulfill 
one of Ernie's fondest wishes. He 
had asked, when he suffered his 
first heart attack about two years 
ago, that any gesture which his 
friends might wish to make, take 
concrete form as a donation to: 

The Scholarship Fund 

Camp Powhattan 

Oxford, Maine 
Many of Ernie's friends and as- 
sociates in New York and Holly- 
wood have already acted on his 
wish. 

Gene Accas 

V.P., Network Relations 
Leo Burnett, Inc. 
New York, N.Y. 

Attention radio viewers 

While I realize that much of your 
time is occupied with matters per- 
taining to glamorous television, I 
must take exception to your "Talk 
Radio" article in the Mar. 16 issue 
of SPONSOR which refers to "high 
number of teen viewers". 

All in all, however, your maga- 
zine docs an excellent job for the 
broadcast indutsry. 

Dunne A. I hitch 
Commercial Manager 
H'SA V Radio/ TV 
Savannah, Ga. 
Ed, Note: Teens are confusing. 



Oblivion network 

In the Mar. 23 issue of SPON- 
SOR you put on display the 1964- 
'65 network TV program on sche- 
dule, noting in the accompanying 
article a 'promising plethora' of new 



entertainment. It certainly looks in- 
teresting and exciting, and we in the 
vineyard arc pulling mightily for it. 
But. 

There's a nagging, diabolical 
temptation in all of us experts to 
second guess the schedule archi- 
tects, to single Out the shows likely 
to bomb out as well as those that 
rate the can't-miss tag. For your 
readers who are wracked by this 
temptation I suggest a new schedule 
in which there are no doubtful en- 
tries, nothing but certified, unchal- 
lenged all-time losers. 

(Name Withheld!) 
New York, N.T. 

Ed. Note: Oblivion's schedule also 
withheld to protect the guilty. 



FM needs balance 

I agree with Roger Coleman's 
thoughtful letter (SPONSOR, Mar. 
23) stating that FM radio should 
not compete with AM by imitating 
it. 

The greater danger to most FM 
is lack of variety. FM should offer 
drama, live music, and meaningful 
commentary: Syndicated taped ra- 
dio drama. Drama in mono and 
stereophonic sound is available at: 
fees adventurous station managers 
can afford; local musical talent is? 
eascr to work for scale; and there 
arc citizens who have no book or 
film to plug, but can still make 
vital comments on subjects close to 
home. 

FM's general policy of melodious 
programming for an affluent audi- 
ence works for some stations, but 
media buyers still count heads. Un- 
less balanced content is achieved 
soon. FM as a nationally lucrative 
medium will never exist. 

Howard M. Lawrence 

President 

Audio Techniques, inc. 
New York, N Y. 
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He's teed off because we discussed "lawn ming seems to zero in on the listeningest 

care" on the air. We felt kind of sorry about (and work invest) people in Cleveland and 

losing him as a listener 'til we received 1,043 northeastern Ohio. People who do things, 

cards and letters from 91 different communi- So if your client is interested in getting 



ties requesting the booklet 
we offered. But that's how it 
goes. Our kind of program- 



set 



0* 



GOOD SOUND RADIO 

wgar 



action in our market area, 
remember one thing. The 
grass is greener at WGAR. 



50.000 WATTS 

PEOPLES BROADCASTING CORPORATION • CLEVELAND, OHIO • REPRESENTED BY BLAIR RADIO 
April 6, 1964 )3 



HOW TO 
IDENTIFY A 
NETWORK 

Connect the numbers below, and you have 
one of the world's most familiar insignia. 

We've nothing against insignia, but it's our 
feeling that a network can be recognized just 
as readily by the caliber of its programs. To 
get down to cases, there's one network that: 

□ replaced an entire evening's prime-time 
programming with "The American Revolu- 
tion of '63," a three-hour report on civil rights. 

□ set the entire nation talking about its bold 
and irreverent satire series, "That Was The 
Week That Was." 

□ created "Exploring" and "The Children's 
Theatre," network television's most cele- 
brated programs for youngsters. 

□ explored the inside of the Kremlin— a feat 
even Russian television had never achieved 
— to produce one of the classic programs in 
television annals. 

has scheduled an unrivalled sports lineup 
next season, ranging from NCAA football to 
the World Series, with most events in color. 

□ presents television's most honored dra- 
matic program: The Hallmark Hall of Fame. 

stars television's most impressive array of 
talent, including such favorites in next sea- 
son's schedule as Jack Benny, Shirley Booth, 
Johnny Carson, Richard Chamberlain. Perry 
Como, Alfred Hitchcock, Bob Hope, Jack 
Paar and Danny Thomas-to name only a few. 

televises the nation's most distinguished 
newscast, the "Huntley-Brinkley Report." 

consistently draws the greatest number of 
viewers to its coverage of such special events 
as conventions, elections or space flights. 

All in all, it's the network whose balanced and 
wide-ranging schedule makes its identity 
unmistakable. 

Of course, if you can't get through the day 
without scein.tr our signature, just connect 
the dots below. Obviously, though, it's the 
iirst time our identity has ever b .hmi a puzzle. 
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COMMERCIAL CRITIQUE 
Tillies for TV that sells 



To gei into the spring swing, I 
hereby nominate several com- 
mercials for the TV Tillie. A Til- 
lie takes up no spaee on wall, 
desk or what-not. It's just a big 
Bravo for Brains. Could be that 
my Tillie-winners might be also- 
rans in the Ameriean Film Festival. 
That wouldn't phase me. As Wally 
Ross well knows, I'm a Midwest 
judge and a rebel. 

The disturbing truth is that to- 
day some fantastically beautiful 
commercials are small spcetaeulars 
which toil not, neither do they spin 
very well. On the other hand there 
are the kind that deserve a TV Til- 
lie. Such as: 

There's always room for Jello. 
Always room, too, for commercials 
as pertinent as Jello's gelatin com- 
mercials — and as charming. (Re- 
member the Chinese baby?). On 
the air now is the "broad-chested, 
yellow-vested button popper." He's 
a man groaning happily, having 
just finished a heavy meal when 
Sweetie Faee announces there's des- 
sert. You know very well the situ- 
ation gets pretty stieky when 
Sweetie fixes a faney dessert and 
That Man says nix. But that's easy 
to avoid with Jello. Like the man 
says, "There's always room for 
Jello." 1 suspect Jello is the sort 
of old family friend who's easily 
overlooked unless some nudging is 
done. This is as neat a nudge as I've 
seen. Without a qualm, I give a 



Tillie to Y & R's Jello erew. 

They can't take that away from 
me. Remember the song? Some 
smart somebody at J. Walter 
Thompson took it, word for word, 
note for note, and used it for one 
of the sweetest-selling Kodak com- 
mercials yet eoneeived. 

Video opens on fuzzy family of 
dueks, babies following Mama. 
J.W.T. definitely had all their 
ducks in a row. From this eye- 
eatcher, the eamera moves right on 
to mother-daughter activities, fam- 
ily pienie, dad holding his five-year- 
old girl and daneing her around the 
kitehen. All "moments you want 
to keep forever." The eommereial 
makes it abundantly clear that 
"they can't take that away" from 
you if you eapture the moments in 
movies. By Kodak, of course. Proud 
to be part of an industry that cre- 
ates eommereials sueh as this one, 
I offer a TV Tillie to J. Walter 
Thompson, who made it. 

Mani- Magic Beautifies Nails in 
Minutes. Granted, this one is no 
swooner. But too often, introduc- 
tory eommereials are all gussied up 
and befogged with distractions. Not 
Mani-Magic. The Intro is simple, 
straightforward. The demonstration 
of product in use is clear as just- 
washed erystal. Squeeze it on, wash 
it off in five minutes. No monkey 
business. No hand-kissing. No 
waste motion. But you get the mes- 
sage. Come on, William Esty, pick 




BE A ADAMS, as tv creative director, 
knows whereof site speaks. With 
Gardner since 1935, she started as 
a copywriter, had broken all har- 
riers and become a v.p. nine years 
later. She has also served on the 
agency's hoard since 1946. 



up the tv Tillie for your Paequin 
aeeount. 

Baby in tub, scrub-a-dub-dub. 
Thus begins one Dial commercial. 
A gentle one it is, and it's baby-in- 
the-tub all the way. Happy baby 
sounds contribute their usual appeal. 
The claim is believable. "So gentle, 
many hospitals use Dial to bathe 
little babies, yet it's the most ef- 
ficient deodorant soap you ean 
buy." It doesn't take a seer to know 
that budging Ivory is a major opera- 
tion. This tv Tillie whieh goes to 
Foote, Cone & Belding is a T for 
Trying. If there's another "Dial for 
baby" eommereial in the hopper, 
I'm betting it will slip in a demo 
as memorable as that good old 
blackboard. Meantime . . . 

I'm going to turn off the hot wa- 
ter from here to yonder, give eold- 
water All a niee warm smile and 
a tv Tillie for that elusive thing 
ealled an i-d-e-a. Take it away, 
you-all at Lever Brothers and at, 
Sullivan. Stauffcr. Cohvell & Boyles. 

Next critique by Bea will review 
a bit of what's happening on the 
great white wash-line and in other 
areas supposedly ruled over by the 
Little Woman. And that reminds! 
me, will someone tell that knight: 
in armor to keep his big white 
horse off my grass? ■ 




Furnished by Radio TV Reports, Inc. 
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TALKING TO YOURSELF? 

Some people are. and perhaps you are talking only to yourself and your contem- 
poraries in some magazines . . . but not in SPONSOR!! SPONSOR'S editorial pack- 
age is directed 1 00 Cr to broadcast-minded agency and advertiser personnel. These 
people read SPONSOR each week to find out what's working and what isn't, the 
changes, trends, techniques, and direction in the broadcast field. 

The national time buyers read and use SPONSOR! Is your message reaching them 
. . . or are you talking to yourself? 




555 Fifth Avenue New York 10017 212 MUrrayhill 7-8080 



April 6, 1964 
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PREDICTION FOR 1964: 



This will be the local TV station's 
most popular program! 




SPONSOR 



3M announces the first comprehensive 
program to help TV stations, advertisers, 
agencies create new profits with video tape! 



Now, for the first time, local tv stations, 
tape producers, advertisers and agencies can 
receive real assistance in creating and produc- 
ing better-selling commercials on video tape. 

Here is a complete program that includes 
both professional demonstration and refer- 
ence materials from 3M, maker of Scotch 
brand Video Tape. Local tv stations and 
tape producers will be able to offer expanded 
production counsel and services. They can 
provide practical materials to help advertisers 
take full advantage of video tape's pro- 
duction convenience and versatility, "live" 
picture quality, and the speed, certainty, 
flexibility that only tape can provide. 

A few of the new materials: A 25-minute 
demonstration tape shows production tech- 
niques, actual commercials, explains tape's 



benefits. The "Comparator," a pocket-size 
quick reference guide to the relative advan- 
tages of tape, live and film production for tv 
commercials. "The Television Producer," a 
deluxe 50-page encyclopedic workbook of 
how-to tape production in for mat ion. The 
program includes industry achievement rec- 
ognition, many additional pieces of helpful 
literature. 

Ready to let this program help you? Call 
your local tv station or tape producer. They 
have already received full presentations of 
this program, have many of the new 3M 
materials in their hands. 



magnetic Products Division 
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Final ad Judgment 
in station's hands, 
not board, says SRA 



Station Representatives Assn. "energetically" supports NAB Code Author RHy's. 
efforts to eliminate advertising claims Which are "detrimcntar to the 'best interests 
of advertising and public acceptance, but has taken issue with possibility put forth 
by Authority Director Howard H, Bell of establishing central clearing house for 
coniraercia] copy and some further means of cheeking supporting data in -area of 
product claims* SRA President Edward Codeh in letter to Bell, stressed Association 
stand that "Ultimate acceptance or rejection on any advertising must remain in 
hands; of* individual broadcaster". He said: "Advisory office* designed to counsel 
and to clarify Code interpretations, might well prove real help to advertisers, their 
agencies, and broadcasters, and could certainly eliminate many small problems 
before they become large, expensive headaches". But Codel asserted that even if 
a commercial has been worked through such an advisory board, Final judgment 
lies with specific stations or networks involved." 



Market I {acquires 
QXR web, plans 
to a del affiliates 



QXR network of 47 stations, acquired last week by new group called Market 1 
Network, planning expansion into ftiajpr markets not presently covered by web, with 
goal of having an FM affiliate in every market. The FM Stereo Radio Network will 
also pick up AM/FM simulcast stations "Where they arc best stations In their 
market to reach quality aUdieme," according to Market 1 President lames Sond- 
heim, former president of QXR, who arranged acquisition of web from Novo 
Broadcasting, which took it Over in 1 962 from The New York Times. Sondhcim also 
noted several how-long stereo specials are on tap, and new programming' ' s being 
culled from pilots on tape. They include a show demonstrating proven sales tech- 
niques aimed at business audience; one built around out-of-way vacation spots: and 
another a financial-business analysis produced in cooperation with **a major business 
publication". 



All channel law 
to be adhered to 
by Japanese Mfrs. 



All-channel set law, which goes into effect for manufacturers; On Apr. 30, will be ad- 
hered to by foreign TV set makers as. well as those in the U.S. Biggest exporter 
of vsets to U.S,— -Japans— has assured FCC it will abide with "'Letter and Spirit" of 
the all-channel law. Major U.S. manufacturers will be bringing out their new lines 
within next few weeks, all geared to receive UHF signals as well as VHR culminate 
ing FCC move to raise stature of U stations. 



Rating Council OKs 
field workers for 
3 separate studies 



Broadcast Rating Council is off ground; At meeting last week it cleared way to 
send auditors into field to work three separate methodology studies, each a six-eight 
week project. This follows selection of three certified audit firms from eight candi- 
dates, but Council won't reveal identities until mid-year at earliest became of com- 
plicated reasons that surround such new ventures. By just making it under wire 
for March 31 deadline it gave itself, council kept its Word to. take steps toward 
official audits (of broadcast rating services!. Next promise— similar progress for 
such specialized firms as Trendcx. 



Color differentia I 
less in network tv 
than in magazine 



Cost hike between B&W and color in TV are often better bargain than in maga- 
zines, advertisers arc learning, "VOGUE," for example charges 41 percent more for 
color page than B&W ($6,150 vs. $4,350); "NEW YORKER." 50 percent; 
"BUSINESS WEEK." 60 percent. In TV, ABC passes extra color line charges to 
stations generally, to advertisers for O&OS; CBS charges "nominal" $3,500 to 
sponsor for color lines, nothing to stations; NBC has no color service charge. Color 
commercial cost estimated 30 percent higher than B&W. 
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: OR BROADCAST ADVERTISING . . . 



The New Era: Practical Ethics 



roadcasting's best year is marked by acknowledgement of faults and active self- 
egulation, while a growing number of broadcasters and advertisers see the light 



1*1 I. ARI. SI. ARC HINT. HOW for 

»f cvcn stronger rules designed 
x*rter to protect the value of prog- 
C«»s as a medium of information, 
ducation and entertainment." 

So said NAB President LeRoy 
rollins in Detroit, a scant month 
jutort HikM$ 42nd annual conven- 
ion in Chicago. He was referring to 
ode measures that would go bc- 
ond the recent tightening on pig- 
gybacks, and on youth appeal in 
fgarette advertising. He urged what 
liight be called the Collins tactic: 
o forestall government action by 
oluntary betterment, rather than 
.'ait and protest regulatory reforms 
hilt go to punishing extremes. 

Such a statement b\ an NAB 
""resident would have been unheard 
f»f before this new era in broadcast 
tratcgy based on acknovviedge- 
nent of faults and active self-rcg- 
ilation. The new development 
kpw out of both ethical and prac- 
tical considerations, in a period of 
• Ough government agency forays 
nto heretofore "free** areas of 
iroadeast enterprises. 

Whether NAB » Gov. Collins 
fj^rsonalK charted the newer 
pWfse, or whether a historic need 
produced the man — he is a symbol 
K the new strategy, and he will 
viand or fall as the coming months 
trpve it riiiht or wroim. 



Not everyone likes the new ap- 
proach. It nearly cost the broadcas- 
ter association president his job 
during climactic showdown at Jan- 
uary board meetings in Florida. 
But increasing numbers of broad- 
casters, and increasing numbers of 
national advertisers and agencies, 
have to admit it has been working. 
Chairmen of powerful Hill commit- 
tees in House and Senate have gone 
along with it in major areas of 
commercials and ratings regula- 
tion, in the year span between 
NAB's last convention and this one. 

If there is not a striking coin- 
cidence involved, the approach has 
helped broadcasting and its nation- 
al representative association chalk 
up its best year financially: its best 
year in avoiding some stringent 
government crackdowns. It has 
been a year of historic firsts in mu- 
tual problem solving by broadcas- 
ters, advertisers and networks, mag- 
netized to common effort around 
the NAB Code of C.ood Practice. 

Hie new NAB strategy and the 
broadcast contingent supporting it. 
do not deal as much in noble plati- 
tudes of the "Broadcaster. Right or 
Wrong" variety. I his rallving crs 
sufficed when most government 
suspicion was directed at networks 
and monopoly and newspaper own- 
ership of broadcast media, and old 



favorites of Option Time and Pav 
TV. The New Frontier era brought 
in regulatory proposals that hit 
every phase, every si/e broadcast 
facility, large and small alike, and 
on a round-the-clock basis. 

It was not an overnight thing. 
NAB is still sometimes ver> hesi- 
lant about getting into a new melee, 
even when the new era contingent 
urges action — as in the cigarette fra- 
cas. I he NAB was literally unable 
to bring itself to a decision on mak- 
ing a flesh and blood appearance, 
rather than simply submitting its 
statement, at the Federal Trade 
Commission oral hearings on cigar- 
ette advertising, until the last min- 
ute. Yet this government foray will 
hit hardest at TV cigarette com- 
mercials for appealing to the young, 
and will concentrate on broadcast 
advertising far more heavilv than 
on print media 

But this is an exception, and onlv 
a partial exception at that, since 
Collins and Code Authority Direc- 
tor Howard Bell have won N \B 
board votes to curtail v outh-appeal 
on cigarettes and cut down back -to 
hack double commercials in the I V 
Code. The Radio Onle is expected 
to follow suit short!} on the cigar- 
ette problem. This was all brought 
about in spite of a sharp inkrn I 
wrangle over rollins' outNpokenne 
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on cigarette advertising, and on 
broadcaster refusal to act as spokes- 
man for bigotry in civil rights. 

To put it bluntly, the new NAB 
has closed the old ivory tower. It 
meets controversy, within or with- 
out, head-on. It promises a new 
future for neglected radio — and 
acknowledges the neglect. It ad- 
mits industry faults when taxed 
with them: yes, the ratings were 
unfair to many broadcast stations 
and to the TV and radio audi- 
ence, and broadcasters did sacri- 
fice accuracy to convenience in us- 
ing them without question. Jt says 
yes, there is certainly the "appear- 
ance of ovcrcommercialism" (even 
NAB must draw the line some- 
where, and "appearance" is as far 
as they are ready to go right now in 
acknowledgement) and something 
must be done about the quality, the 
clutter, the sound and validity of 
broadcast advertising. 

Perhaps most crucial this past 
year is the admission that yes, there 
arc sharp differences between state 
associations who want to go this- 
away in policy, while national NAB 
advises going thataway. But the 
corollary of "Let's stick together 
and fix it ourselves," has produced 
striking victories. It was the com- 
bination of individual, state associ- 
ation and national association 
broadcasters working in unison, that 
produced the 317 to 3 House vote 
to bar FCC from pinpoint regula- 
tion of broadcast commercials. 

The threat of internal dissen- 
sions culminating in broadcast civil 
war and rejection of its own presi- 
dent, seemed ended with Board 
Chairman Quarton's statement aft- 
er Collins' successful, if slender, 
vote: "It's finished as far as I'm 
concerned," and Collins would 
serve out his full contract. 

A new era, too, is underway in 
relationships between broadcasters 
and advertisers and agencies. In 
the days of laissez-faire, when the 
regulatory livin' was easy, each of 
these groups simply fought tooth and 
nail for the best time and price, and 
Madison Avenue stayed on its own 
street. 

This is no longer possible. As 
government criticism of broadcast 
commercials intensifies, other news 
media headline it. A new consumer- 
protection crusade is in full swing 



that will affect every product spon r 
sored on the air — also the labeling 
and advertising thereof. In the 
face of this tidal wave, broadcas- 
ters and advertisers have begun to 
realize they'd better stick together, 
or be overwhelmed in the govern- 
mental flood separately, as Col- 
lins and Code Director Bell have 
been warning. 

In the last analysis, advertising 
and broadcasting interests are two 
sides of the same coin — the broad- 
cast commercial revenue coin, that 
is. Neither can make the neces- 
sary reforms in commercials, their 
quality, their interruptiveness, with- 
out the cooperation of the other. 
Until the recent push, pull and ca- 
jolerie by Collins to get top repre- 
sentatives together to talk over 
problems with NAB Code people, 
a stalemate was forming. Adver- 
tisers had been chary of getting 
into the rating measurement con- 
fabs — they preferred, at first, to 
"watch" or "sit in," on meetings 
of NAB's new research council. 
Advertisers were shouting down the 
broadcasters for "clutter" by bill- 
board credits and promotion. Broad- 
casters opposed giving up their 
competitive station promotion, and 
accused advertisers of antagonizing 
the public with repetitious and poor 
quality commercials. 

Now everyone is working to pool 
alternatives. Bell has circled t h c 
coastal program producers to plead 
for a cutdown on long credit crawls. 
Compromises have been reached 
during top-level meetings. A climac- 
tic point was reached in the latest 
get-together sponsored by ANA 
when they suggested four rules to 
contain clutter: one of them would 
cut multiple-sponsor mention at 
start and close of programs to one. 

There will be more meetings be- 
tween NAB Codcsmiths, nets, ad- 
vertisers and agency people. Sen. 
Pastorc, chairman of the Senate 
Commerce Subcommittee on Com- 
munications is hovering in the back- 
ground. The senator warned hold- 
off networks to cooperate with Col- 
lins on meetings. One fine day. 
the senator will host a meeting in 
his own office to get a progress re- 
port on what's being done to bet- 
ter quality and end clutter in broad- 
cast commercials. If the report is 
not satisfactory (and this would 



also hold true on the House side: 
in the ratings matter, where the fin- 
al blessing of committee report has 
not yet been given) — the next step 
could be formal hearings. Or 1 
could be a nod to FCC Chairman 
Henry to move from case-by-case 
to some sort of policy standard in] 
the commercial area of regulation. 

What was the starting point for 
the new era? In a sense, it was FC% 
Chairman Newton Minow whf 
triggered chartge in broadcaster 
strategy from defensive protest td 
offensive insistence on self-rcgulaJ 
tion, and proof that they can and 
will do it. 

Minow was a unique chairman 
who ushered in unique times foa 
broadcasters. Never before had thJ 
Federal Communications Commis- 
sion had a chairman as aggressive, 
as crusading, as successful in mak- 
ing newspaper headlines, and m 
close to the White House as Minow 
Before taking off for greener finan 
cial fields, after a comparative! 
short stretch as FCC chairni 
Minow's final filip was a propQ: 
that the NAB become virtually 
arm of the government, like the N 
tional Association of Securitie 
Dealers (a suggestion still breathing 
in the pages of FCC's network 
study, under consideration right 
now at the commission). 

Successor E. William Hcnry^ ^ 
new frontiersman, took up wher^ 
Minow left off, when he beeaniM 
chairman in May 1963. If Minowi 
crusade had been against the vaA 
wasteland of western and fa mil) 
comedy programming, Henry's \\« 
for a general uplift, He wanted bet- 
ter quality, more local live program- 
ming, more editorializing, more lo- 
cal orientation, and fewer comwief! 
cials. Fewer and fewer comma 
cials. 

Like Minow, Henry partly SUtf 
plied his own steam, as a vigewnt 
young and determined administra 
tor. Partly, he enjoyed roonientul 
from the new fronticrsmanship arts 
the popular president who had ap- 
pointed and would back him up 
It was a period when goycrnmcnl 
from high up on the Hill, to down 
towners in half a dozen ageneiej 
had another broadcast field day 

There were the ratings hearing 
that made good fodder for the j9 
pers for weeks on end. There wei 
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i:. William jfim.%.av 

CHAIRMAN, ICC 

I lenry is the umngeM ( IM ch.m 
nun the I eiler.il ( uiniminieations 
Commission has had Named to suc- 
ceed New tun N M mow as chairman 
in May. 1961, he had been engaged 
in law practice in Memphis prior to 
his original appointment to the com- 
mission in 1962 

Before that. Henry had been ac- 
tive in Washington during the I960 
presidential campaign, sen ed as a 
representative to the Nationalities 
Division ol the Democratic Nation- 
al Committee and had been prom- 
inent in civil rights activities. 



ROSLL H. hi VOL, COMMIS- 
SION I .R, ICC — First appointed to 
the commission in 1946, he served 
as vice chairman 
from 1952 un- 
til he was named 
c h a i r m a n. in 
1954, lor a one- 
ye.ir period. 

Hyde first en- 
tered government 
serv ice in 1 924 
with the civil 
service commis- 
//></<• sion. He became 

an assistant attorney with the Fcd- 
'eral Radio Commission in 1928. and 
continued to serve with its successor, 
the HI C, when it was created in 
1934 He held various legal positions 
with the ICC. 




I RLDI.RICK VV. FORI). COM- 
MISSlONLR. I CC— Assistant depu- 
ty Attorney General lor the Justice 
D e p a r t m e nt. 
Ford was named 
to the FCC in 
1 957. and served 
as chairman from 
March. I960, to 
March of the fol- 
lowing v ear. 

Ford held a 
variety of posts 
with the Justice 
Department from 
1953 to 1957. and prior to that served 
in four different positions with the 
FCC and also acted as counsel lor the 
commission before his appointment as 
commissioner. He saw additional 
government sen ice with the Office 
erf Price Administration. 




ForJ 



KOHL* I 1. HA K I LLY. COM- 
MISSION LR. I CC — Hartley is. more 
or less, the FCC* top non-engineer- 
ing expert on 
I M. A member 
ol the commis- 
sion lor the past 
1 2 years, he was 
administrative as- 
sistant to House 
speaker Ray burn 
prior to appoint- 
ment to the I CC 
in 1952. 

Earlier. Hartley 
joined the Yankee Network in 1939, 
was elected v ice president in 1 942 
and also served that year as secre- 
tary -treasurer of I M Broadcasters. 
Inc. When 1MB merged with the 
NAB in I 94 3 . he became head of the 
N'AB's FM department. 




Hartley 



K L.N N LI II A. COX. COMMIS- 
SIONER. FCC — Named in January. 
1 963 to fill the unexpired term ol 
T. A. M. Craven 
and subsequently 
confirmed lor a 
lull seven-year 
term the lollow - 
ing June, he ad- 
v anced to the 
commission from 
the I CC's Broad- 
cast H u r e a u 
w here he h a d 
Cox been bureau chief 

since l l >6|. 

Prior to that. ( o\ had had a varied 
legal background that included a hand 
in the direction ol a t\ inqinrv when 
he served as special counsel for the 
Senate's Interstate and I o reign ( oni- 
merce Committee in |9Sf>-57. 




KOBLRI L. LLL. COMMISSION- 
ER. FCC — First appointed in 195?. 
and now m his second term as com- 
missioner, h e 

came to the FC( 
from the I louse 
committee on ap 
propr i a t i o n s , 
where he w as 
director of sur- 
vey s and inves- 
tigations 

I ee had also 
been chief clerk 
of the I HI. and 
served as an assistant 
to J. I dgar Hoover. He first entered 
I ederal service in 1 9 3 S as a special 
agent for the FBI. Prior to that he 
worked for eight v ears as an auditor 
for American Bond and Mortgage 
Co. and other firms. 




before 



LLL LOKYFNCJLK. COMMIS- 
SIONER. I CC— Former assistant At- 
torney General in charge of the Anti- 
trust Div ision. 
he is the most re- 
c e n t appointee 
to the commis- 
sion (June |9M) 
and w as named 
to till the unex- 
pired term ol 
Newton M mow 
which runs to 
June 10. I'X.S 
/ <>c\ inner I (ves inger is the 

author of several Kvks and articles 
in the fields of antitrust law and juris 
prudence, and previous to the Jus 
tice Department had served tro 
I 96t >-6 | as an associate j istice ot t> 
Supreme ( ourt in his home st tc o 
Minnesota. 
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threats to throw the broadcaster's 
whole schedule open to political 
wrangles if an editorial concerned 
a candidate or a controversial is- 
sue. A Columbia University study 
reported by Dr. Gary Steiner said 
people were looking at tv commer- 
cials with a jaundiced eye — and 
FCC had more fodder for proposing 
limiting rules. The big consumer- 
protection push was on, also the 
big cigarette burn. FCC was go- 
ing to look into everything, but 
everything, from multiple owner- 
ship, AM and FM situation, broad- 
east lieense fees, minute details of 
broadcasting, the works. 

Then, suddenly, by a tragic quirk 
of history, with the assassination of 
President Kennedy, broadcasters 
were given their "finest hour" of 
public serviee, sacrifice and dedica- 
tion — during the year when they 
were most heavily under fire. 

At this point, the regulatory in- 
vasion began to slack off a bit — 
but it was not a withdrawal, just a 
standstill — and it was still poised 
for action. NAB policy moved 
slowly but surely to the new ap- 
proach: admitting unpleasant is- 
sues, putting them out in the open, 
and going hammer and tongues aft- 
er the right to self correction when 
and where it was needed. The self- 
regulatory standard was taken by 
every broadcaster and by state and 



national association to their con- 
gressmen and senators — not once 
but over and over, and in person. 

By the opening month of 1964, 
the era of the Great Rebuff for the 
federal regulatory agencies was 
underway. The FCC took perhaps 
the worst beating in its history 
(aside from ex parte scandal which 
hit individual chairmen and One 
member). During hearings on the 
commission's handling of broadcast 
editorializing and commercials 
rulemaking, House Commerce Com- 
mittee Chairman Oren Harris and 
Communications Subcom m i 1 1 e e 
chairman Walter Rogers (D., Tex.), 
and majority of committee mem- 
bers blasted regulatory ageneies in 
general and the FCC in particular 
for going ahead with a "legislative" 
type of activity that usurped Con- 
gressional rights and went far be- 
yond executive agency appointees' 
authority under their statutes. 

Earlier hearings on broadcast 
ratings had brought milder scold- 
ing to both FCC and FTC for fail- 
ure to keep tabs on rating firms' 
claims of accuracy in the faee of 
actual bias. Both ageneies were 
warned by House and Senate ap- 
propriations committees to keep 
within traditional regulatory boun- 
daries. The new president's attitude 
was cautionary against over-regula- 
tion. Internally, at the FCC, a 



schism left Henry with only Ken- 
neth Cox as frontier buddy. New- 
comer Lee Loevinger did not back 
his chairman, and managed to ap- 
pear neutral on all issues.. 

But the government pendulum 
never stops swinging. The rebuff by 
no means ended regulatory activity 
in broadcast and broadcast adver- 
tising. FCC's E. William Henry has 
not retreated one ineh from his be- 
liefs and his determination to im- 
prove the broadcasting picture his, 
way. Scolded by the House com- 
mittees, and barred from commer- 
cials rules (as much by their ac- 
knowledged impracticality as by that 
House vote), Henry is resuming his 
program, but working out some new 
approaches. 

He is making use, actually, of 
older and safer approaches. Com- 
mercials will be reaehed, as di- 
rected, on a ease by ease basis. But 
when enough data is gathered. Hen- 
ry will undoubtedly try again to 
evolve some set of standards or a. 
permissable maximum for broadcast 
advertising — unless the industry 
100% beats him to it. Whether 
Henry eould again get a majority 
commission vote for such a pro- 
ceeding, is a large question for the 
erystal ball. 

Although the House Communica- 
tions Subcommittee's informal re- 
port somewhat uneasily and uueca 
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PAUL RAND DIXON, CHAIRMAN, 
FEDERAL TRADE COMMISSION 



Top man on the Commission since 
September 1961, Dixon first joined 
the FTC as a trial attorney in July, 
1938; immediately following gradu- 
ation from the University of Florida 
law school. He subsequently engaged 
primarily in anti-monopoly and anti- 
deceptive practice work. 

He became counsel and staff di- 
rector of the Senate Antitrust and 
Monopoly Subcommittee in 1957 
where he assisted in developing and 
focusing the attention of Congress 
and public on problems in the field 
of restraints of trade, including ad- 
ministered prices in many major in- 
dustries. Dixon's term as chairman 
of the FTC will expire September 25, 
1967. 




JOHN R. REILLY, COMMISSION- 
ER, FTC — President Johnson's frrsf 
appointment to the FTC, and one of 
the youngest men 
to serve there 
(36), Reilly is 
filling the unex- 
pired term of A. B% |C* 
Leon Higginbotb- 
am, Jr.. which 
runs to Septem- 
ber 1969. 

A trial attor- 
ney in the Anti- 
trust Division of llfilly 
die Justice Department from 1955- 
58. he became Midwestern repre- 
sentative of the Council of State 
Governments in Chicago. In 1961 the 
Attorney General, appointed him 
head of the Executive Office for Unit- 
ed States Attorneys and Assistant t# 
the Deputy Attorney General 
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t.'mii) warned Henry avvav from 
blueprinting any new bio.idcastcr 
requirements under the Fairness 
Doctrine — Henry is coming out 
with an explanatory "primer" on 
the Doctrine. I he big question is 
whether a broadcaster should be 
compelled to give free time to an- 
swer a sponsored controversial edi- 
torial or political attack. Sen. I'as- 
tore is on record witb a large "Yes." 
The House members arc opposed, 
but the subcommittee could not 
reach enough agreement to say this 
in its report. More hearings will 
undoubtedly be held — and specula- 
tion runs- high over what the FCC's 
primer has to say on this ques- 
tion. 

The same pattern held with 
broadcast fees. Henry is going ahead 
in spite of House Committee warn- 
ing and Rogers' bill disallowing 
FCC fee charges. The collections 
will be held in escrow until federal 
courts decide a test case brought 
against the fees. 

Perhaps Henry's broadest and 
safest avenue of approach is the 
enlarged, detailed accounting of pro- 
gramming, community-connections, 
and commercials schedules in the 
licensee reports — due annually on 
tv and once every three years in 
radio. Broadcasters are fighting 
hard to cut back the detail, scent- 
ing booby traps that can be sprung 



at renewal I his fight may have 
to be theirs alone, it would be hard 
lor c\en Rep. Rogers to say FCC 
did not have the right to require 
an accounting of broadcaster stew- 
ardship in the public interest, and 
as licensee of the public airvva\s. 
Again, voting schism in the com- 
mission may prove a broadcast ally 
against overkill in detailed report- 
ing. 

Added to I lenry's new strategy, is 
the realization that the Senate will 
probably be reluctant to back the 
House attack on regulatory rights. 
The Senate is prone to think twice 
before yanking an issue out of reg- 
ulatory hands — particularly when 
they might be left with the job 
of policing it themselves, if their 
voting public demanded it. 

Senators prefer industry self- reg- 
ulation, and both Commerce Com- 
mittee Chairman Maumison. and 
Communications S u b c o m mitt e e 
Chairman Pastore, have spelled this 
out to the industry and to the FCC. 
FCC was told to give broadcasters 
a chance at self-improvement in 
commercialization. Broadcast c rs 
were warned to show concrete prog- 
ress — or take the consequences. 

NAM's Collins said the new era 
contingent of broadcasters believe 
that the industry has its golden 
chance right now to prove it can 
regulate itself — and take the action 



out of the regulator) agencies for 
the Unseeable luture 

I ike the ICC, the I I ( \ eh. in 
man is also a vigorous, determined 
appointee of the new frontier t\ pe 
I he Fl C. smarting like its fellow 
agency from frustrations and fail- 
ures in t v advertising cases, can Ik 
expected to go all out on its bi * 
cigarette advertising extrav agan/.i 
I lere, the Federal I rade ( ommis- 
sion will have the backing of su 
enee and medicine, and of I I) \ 
and its parent the Department of 
Health, Education and Welfare, 
plus a roster of educational, civic 
and consumer interests. I lies w til 
support FTC's stand that cigarettes 
be labeled "Dangerous!" and that 
tv advertising be cleansed of any- 
thing even remotely resembling an 
appeal to youth. A strong nucleus 
of Hill crusaders are also backing 
the action with bills to make it cry- 
stal clear that cigarettes are amen- 
able to FTC and FDA regulation 

There are some big guns lined 
up against the PTC cigarette rule- 
making, too — and no doubt, prac- 
tically endless court actions will 
be fought. "Go slow!" urgings have 
come from a few scientific hold- 
outs not yet convinced of the cig- 
a rettc-cancer link, and from many 
who urge the white hope of re- 
search to make smoking harmless. 
Tobacco industry, and tobacco -ori- 



Trade Commission 



A. FVFRFITF .MacINTYRI.. 
COM.MISSIONFR. ITC — This 
Democrat from North Carolina is 
an acknowledged 
iolon on anti- 
monopoly a n d 
small business. 

Staff director 
and chief coun- 
sel for the Se- 
lect Committee 
on Small Busi- 
ness of the House 
of Representa- 
tives. Maclntyrc 
expiring term of 
September 1961. 
Shortly after World War II. he or- 
ganized the FTC's antitrust trial staff. 
Lp addition, he served as chief counsel 
to a Special House Committee investi- 
gating large-scale buving and selling 
practices. 




Machttvre 
i succeeded to the 
Robert Seerest in 



Pim.n* F.P.MAN. COMMPSSIOM.R. 

ITC — Plman came to the ITC with a 
legal and regulator) background that 
began in 1 939, 
included a stint 
as FCC attornev 
from 1940-1941. 
culminaied with 
various justice 
department posi- 
tions when he 
was named com- 
mission e r in 
1 9ft | . Two vears 
Elmmi later, he was ap- 

pointed to a full seven-vear term. 

After his service with the FFC. he 
became law elerk to supreme court 
justice Frankfurter, and later joined 
the state department in 1 94 V Plman 
moved to the justice deparlmeni and 
was Assistant to the Solieiior General 
when he was named to the ITC 




SKU'RI) ANDPRSON, COMMIS- 
SION KR (retired). IT C — Norwegian- 
born. Anderson returned to elective 
political lite 
March i leaving 
a seat pending on 
i he FTC which 
he had filled 
since 1955. 

Although he 
taught school tor 
a brief period. 
Republican An- 
derson's are. i of 
Anderson eon c e n t r a 1 1 o n 

has been Souih Dakota politics 
Atter Nav \ service, he was elect- 
ed attornev general 1 1 94f>-s"0i. then 
governor in 1 1 >M> He was rc-eieued 
to I he si. lie's first office in l l > < 2 . nil 
appointed member of the I 'I ( 'i 
|9SS His reappointment in |9<u> w»s 
tor a seven v ear term 
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entcd legislators will fight against 
wholesale onslaughts on tobacco. 
On the sidelines, sad-cyed tax ex- 
perts and economists worry over 
possible financial wrench involved 
if the anti-smoking crusade makes 
it big. As for the President — he 
has not even mentioned the prob- 
lem in his consumer messages. 

Whatever the outcome, FTC is 
basking in the spotlight today, with 
its crusade to save the American 
youth from the lure of massive ad- 
vertising campaigns. In fact, massive 
advertising is under new and ac- 
tive suspicion at the FTC. The or- 
der for Clorox divestiture by Proctor 
and Gamble, in a rare approach, 
makes an antitrust factor of the 
advantage of the national adver- 
tiser in supermarket selling, over 
competing products not blanketed 
in national tv ad campaigns. Broad- 
casters will hold their breath as 
their biggest client battles FTC's 
effort to prove big ad budgets can 
be attacked as "wasteful" by the 
commission. 

Backgrounding the glowing, cig- 
arette-headlined present are some 
hard thumps for the Federal Trade 
Commission in the TV advertising 
field. Most recent was its final and 
rather ignominious surrender on the 
Bayer advertising claims based on 
FTC's own pain-killer research. 
Twice, FTC was put down in fed- 
eral courts on this one. FTC also 
had to pull back, at court order, 
from a tough stand on any use of 
tv mock-up techniques, in the Col- 
gate-Palmolive and Rise shave 
cream cases. Although victorious in 
barring advertising already on its 
way out, FTC was warned away 
from extremes that would bar leg- 
itimate substitutions for tv camera 
action. 

Scolding came its way from ap- 
propriations committees — the senate 
turned down FTC chairman's bid 
for funds to make a survey of 1 ,000 
leading manufacturers. FTC was 
rapped for paying too much atten- 
tion to picayune cases. Another 
brickbat came its way for the con- 
sents it signed with rating firms 
Nielsen, ARB and Pulse, to end 
claims of hairline accuracy. Too 
easy, said the House Investigations 
Subcommittee during its ratings 
hearings. Subsequent order throw- 
ing Nielsen patents open to non- 



exclusive use and forbidding any 
more audience measurement acquis- 
itions, created little stir. Too late, 
said industry. 

For FTC Chairman Paul Rand 
Dixon, perhaps the saddest of all 
was the loud silence that met FTC's 
program for hopeful buddying up 
with industry by "helpful" advisory 
policy, involving informal get-to- 
gethers where industry would let 
its hair down. Broadcasters and ad- 
vertisers met the proposals with 
chill silence during two industry- 
government get-togethers held here 
in Washington this past winter — one 
hosted by AFA-AAW, and one by 
the National Chamber of Com- 
merce. 

Like its fellow agency, the FTC 
fights on. It wants a law granting 
it the right to impose temporary 
injunctions without court direc- 
tives, against advertising or other 
business practices under complaint 
action, while case is pending. In 
its year-end (fiscal) report for 1963, 
FTC reminded the industry that it 
monitored over 500,000 radio and 
tv commercials, and over 300,000 
printed ads. It has dumped over 
61,000 of these on its legal staff for 
further examination and possible 
action. False advertising cases ac- 
counted for $4 million of the com- 
mission's $1 1.5 million budget, said 
the report. 

FTC chairman has announced, 
in addition to the proposed rules 
on cigarette advertising, pursuit of 
cough-cure remedies; cosmetics; 
mineral and vitamin supplements; 
reducing and dietary medicines and 
foods. Broadcast toy commercials 
were hit hard in the fall of 1963, 
but may get off the hook via NAB's 
new campaign for self-regulation 
and new toy advertising guidelines. 
Broadcast ratings will get further 
attention at the FTC and cross- 
checking of station advertising based 
on them will go on with FCC. 

FDA will be with the Trade 
Commission all the way in all of 
these actions. Food and Drug Ad- 
ministration attacks the product it- 
self, and disclosure factors in label 
and advertising — while FTC goes 
after the false advertising claims. 
Advertisers and agencies had a dou- 
ble scare when FDA's yank of Reg- 
imen tablets was followed recently 
by Justice Department action 



against the advertising agency in- 
volved, as well as the manufac- 
turer. J. D. also jumped on reduc- 
ing capsules touted in "Calorics 
Don't Count," for violation of Food 
and Drug Act — and indicted the 
author of the promotional book. 
Under other circumstances the au- 
thor could have been an ad agency. 

One of the largest and most re- 
cent moves by FDA is the proposal 
to require updating of advertising 
and labeling of all drug products 
cleared since 1938. They would 
have to meet testing and disclo- 
sure requirements for both safety 
and effectiveness (it used to be 
just safefy) in the Kcfauver-Harris, 
Act that was effective in June, 1963. 

Since no government depart- 
ment seems complete these days 
without a eonsumcr-arm, FDA 
will now have its own Consumer- 
Education Division. This will re- 
inforce the newly created govern- 
ment arm placed around consumer 
shoulders when President Johnson 
reactivated Kennedy's Consumer 
Advisory Council, and put Mrs. 
Esther Peterson in charge of a spe- 
cial consumer committee to protect 
Americans from confusion or ex- 
ploitation in their shopping. This 
combine will back truth-in-packag- 
ing and truth-in-lending legislation 
by Sens. Hart and Douglas. 

There is more. A brand new fed- 
eral agency called the Office of Con- 
sumers is being pushed. This new 
bureau would represent consumer 
interests in proceedings of all exist- 
ing ageneies. It would hear con- 
sumer complaints and conduct in- 
vestigations into prices, quality and 
handling of consumer goods. Odds 
are heavy that it would proceed 
to protect the TV viewer and the 
radio listener with headlined fer- 
vor. 

Things are not all bad. To coun- 
ter act all of these irritants, are 
glowing predictions from the Presi- 
dent's economic advisor, from 
commerce department's outlook 
series, from the bureau of the bud- 
get, and from experts in and out 
of government — that business is 
good and looking better, NAB 
says that, based on its tallies of lat- 
est figures, broadcast revenue 
trends in the first quarter of this 
year auger a final total that will 
top last "^ars topper. ■ 
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Local TV tape seminars planned by 3M 

Minnesota Mining has prepared special tapes, production 
manuals, other items for stations, and 50 of them said "yes" 




Demonstration tape to be show // adver liters features Pat Carroll in a flour innimer- 
cial. In one session of three hours she taped l > commercials. ( o\t to sponsor $.1(K> a 
t •<»/// //;<•/■< inl. cm lusivc of talent costs 



» i huh (.11 60 of the nation's 
if commercial 1 V stations have 
Lideo tape facilities, and some are 
L adept at making commercials on 
Ltipe that they're used on network 

I V shows, the country**, local TV 
jidvertisers have much to learn 
jibout the basics of using the tape 
radium. 

So believes Minnesota Mining & 
Manufacturing ( 3 M ) , which has 
aunched a series of local TV tape 
kminars to which will be invited 
kdmcn active in local-level TV — 
idvertising managers, sponsor per- 
sonnel, local agency men, store man- 
agers, I V directors, account men. 
It's the first such large-scale "grass- 
roots" attempt to broaden the use 
>f video tape among local adver- 
tisers — and, incidentally, to bring 
new local revenues to stations b\ 
PM. 

Video tape sales manager Wil- 
liam H. Madden of 3M is heading 
;he project, and over 50 stations 
have signed up so far for the local 
;apc seminar events. Each of the 
seminars, according to Madden, will 
p tailored to a specific TV mar- 
set. 

The general idea of the sessions 
is to show advertisers that video 
:ape provides major economics, as 
>vdl as new dimensions and flexi- 
bilities, in the production of local 
TV commercials. Although this 
nay sound, to Madison Avenue 
bars, about as exciting as a flight 
n a primary trainer would sound 
M a pilot who's just been cleared 
'or advanced jets, there's plenty of 
room for such missionary semi- 
iars. 

By 3M executive Madden count, 
local advertisers are now pouring 
more than $200 million annually 
Into TV. but only about 15 r r of 
this goes for video tape commercials 
Fo tape proponents like Madden 



this is a situation to be remedied 
as soon as possible. Hence, the 
seminar schedule, and the stress on 
local-station tape abilities. 

Said Madden in New York late 
last month: 

"A leading station in Detroit, for 
example, in addition to operating 
a full program schedule, has a flour- 
ishing commercial production busi- 
ness. Among other activities, it is 
video-taping Ford and General Mo- 
tors commercials for use on net- 
work shows. 

'VI// television stations possessing 
video tapinc equipment are capable 
of doing TV commercials, rancine 
from the network commercials be- 
ing done in Detroit to outstandinc 
spots for the car dealer, realtor or 
department store in Keokuk. Iowa 
or Bangor. Maine." 

Hie lichtueiuht use of video 



taped commercials by local adver- 
tisers. Madden says, is often due 
to the fact that tape-equipped sta- 
tions "do not fullv utilize this 
equipment " 

Madden gives this field-cheeked 
anahsis of what's wrong: 

"It may seem contradictor) that 
local television stations that a eg res - 
sivelv go out and sell available air 
time to local sponsors pass up the 
opportunity to make additional 
profit b\ not also selline their pro- 
duction capabilities Our sur\ev. 
plus discussions with advertisers 
and agencies, uncovered the major 
reason whv this phenomenon exists 

"BasicalK . it involves a bre d 
down in communications The st - 
tions. in some instances, are an 
aware of the profit potential pr s 
ent in the production of eomni 
cials In other eases truVa n >! 
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THE CLEAR DOPE 



Here is the clear dope about a good broadcasting operation. 

Although most guys and gals our age who are in the adver- 
tising business know almost everything about us, we are 
often reminded that time flies and each day new people 
are joining the ranks of agencies of the country. Some of 
them sit in judgment on us, and so they need to know all 
about us. 

Well— We operate KRNT Radio, KRNT Television, and KRNT 
Theater out here in Des Moines, Iowa. All under the same 
roof. All run by the same people. Many of the personnel 
are up to their necks in all three all the time. 

Our radio station has led in service and adult audience 
most of its 29 years. The television station reflects credit 
on its parent and generally leads in ratings, and in every 
one of its almost 9 years, it has done around % of the local 
business! Both stations are affiliated with CBS. The CBS 
know-how together with the KRNT "know-how and go-now" 
keeps us out in front. The theater is the largest legitimate 
theater in the U. S. A. Everything from the Grand Opera to 
the Grand Ole Opry is shown in it. It truly is the "show 
place for all Iowa." 

So what happens? Well, the stations promote the theater 
and the theater promotes the stations, and we learn show 



business from running all three. We learn about people,, 
too. Nothing will straighten out a person's thinking about 
what appeals to people as well as the box office. 'Tis the 
till that tells the tale. People either put their money where; 
their mouth is at the box office or they don't — they kid you 
not. 

Out of this baptism of fire comes some pretty hep peoples 
in programming and promotion and market knowledge. 

Few organizations, if any, know this market as well as the: 
KRNT organization knows it. 

Few organizations know more about program appeals — 

Few organizations know more about promotion and pub- 
licity — 

Few organizations are held in as high esteem by its public.! 

Few organizations of our kind in the U. S. A. have the tradk 
record that KRNT Radio and KRNT Television post year 
after year. 

The KRNT name means leadership and has for a long timev 
What about right now, today? 
Well, take KRNT-TV: 

The hot CBS-TV schedule is hotter here. 
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The hottest movie package is here. 

The hottest news outfit is here. In fact, one of the top daily 
nighttime news programs in a multiple station market in 
America is here on KRNT-TV. 

The hottest sports programs are here. The football coaches 
of the three largest universities in Iowa are seen exclusively 
in this market on KRNT-TV. 

The most and the best and the best-known local personali- 
ties are on this station. 

Civic, cultural and religious groups know from long experi- 
ence that they can count on our eager cooperation and 
support. They know we do operate in the public interest, 
convenience, and necessity. 

And — this is the station, in this three-station market, that 
carries around % of the local television advertising and 
has since the station's inception. Yes— where the cash 
register has to ring today to make today's profits, this is 
the station the local merchants depend on for sales— some 
of them selling products your agency represents. 

Then about radio: 

Every Des Moines survey a fellow can find shows KRNT 



Radio leading in total audience, total adults . . . leading in 
believabihty, too. KRNT "Total Radio" has the solid sound 
of success you like. You're proud to be associated with it. 
It, too, is a great news station, a great sports station, and 
it has the most and best known local personalities. It, too, 
is an outstanding public service station. 

Our KRNT Radio personalities appear regularly on KRNT 
Television. This is a big advantage. Radio listeners kno<v 
what KRNT personalities look like. Likewise, television 
viewers are constantly reminded of their local KRNT-TV 
favorites because of their frequent exposure on KRNT 
Radio. One medium helps the other in our operation. And 
personalities are pictured in heavy newspaper promotion, 
too. Our personalities are "old friends" to Central lo.va 
people — an important plus in their merchandising and 
sales effectiveness. 

These stations of ours provide the proper climate for re- 
sponsible advertisers— a climate of leadership, believabihty 
and responsibility. It is said that Lord Chesterfield once 
invited his young friend thusly: "Come walk down the street 
with me. It will make your fortune!" 

We invite responsible advertisers to come walk down the 
street with us. It will go a long way toward making your 
fortune. 



KRNT RADIO and KRNT TELEVISION 

An Operation of Cowles Magazines and Broadcasting. Inc. 
Represented by the Katz Agency. Inc. 
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sure how much they should charge 
for such service to the advertiser 
or whether they might just be bor- 
rowing trouble with a sponsor who, 
up till now, has been satisfied with 
the show he's bought." 

Many local TV ad managers and 
agencymen cut their TV eye teeth, 
Madden believes, on the basis of a 
choice between live commercials or 
filmed commercials. Video tape is a 
new horizon, and one which re- 
quires local admen to acquire new 
knowledge. In recent years, this has 
held back the progress of local TV 
tape production, the 3M executive 
declares. 

"The terminology of video re- 
cording is different than the long- 
familiar motion picture slang . . . 
advertisers and agencies were un- 
aware that most of the special ef- 
fects desired in commercials can be 
produced with minimum video 
equipment and just one recorder. 
But, in total, most of the problem 




YOU SHOULD HEAR 



Gordon L. Capps, President of Inland Radio, Inc., 
Ontario, Oreqon, says: "We believe that CRC is 
the most usable and useful Radio Station library 
we have found. The Commercial Jinqles and Spon- 
sor ID's as well as the rest of the library makes 
selling advertisers, particularly the new adver- 
tisers, much easier. CRC is makinq us money 
every day. After all, what more could you ask 
from a library service?" 



Hear "MONEY MAKER" 
Space A & B, East Exhibit Hall 

COMMERCIAL RECORDING CORP. 



has been a lack of effective com- 
munications between advertisers 
and agencies on the one hand, and 
television stations on the other." 

The seminar series, on which 3M 
is pinning considerable hopes, has 
been "under preparation for more 
than a year, and each element has 
been carefully considered to make 
certain that it would help clear the 
air." 

In actual practice, the seminars 
will work out something like this. 
They arc virtually a "package" 
from 3M, containing most every- 
thing a station would need. There 
is, for instance, a video demonstra- 
tion tape starring comedienne Pat 
Carroll. Included in it is one of 
the commercials Miss Carroll did 
for Peavey Company Flour Mills, 
taped at a midwestern station. 

"In one single taping session of 
less than three hours, she taped 
nine separate commercials," recalls 
Madden of the comedienne's effort. 
"Because of the speed, the cost to 
the sponsors was just $300 per com- 
mercial, exclusive of talent fees. 
Just to remind you that a commer- 
cial made on a shoestring can be a 
good one, this spot, starring Pat, won 
a second prize at the American 
TV Commercials Festival." 

There is also a manual called 
"The Television Tape Producer," 
which Madden feels "will come to 
be regarded as 'The Bible' of tape 
production." It is a deluxe work- 
book, giving a great deal of basic 
advice to admen concerning video 
tape production — camera position- 
ing and movement, lens selection, 
camera changes to punctuate ac- 
tion, camera blocking, lighting, sets, 
artwork and typography. It also 
discusses auxiliary television record- 
ing equipment, editing and lighting 
equipment, the advantages of tap- 
ing stock shots for an entire adver- 
tising campaign in one shooting ses- 
sion, and script techniques for local 
TV tape commcricals. 

"While eaeh station will prepare 
its own format," Madden states, 
"normally those in attendance will 
be taken on a tour of the studio 
to see the station's video tape 
equipment. Then, they probably 
will be shown either the Pat Car- 
roll or the station's own video dem- 
onstration tape, and will be supplied 
copies of the producer's manual. 



and other pertinent pieces of litera- 
ture. Key station personnel will be 
available to answer any and all 
questions." 

Follow-up contact is planned by 
3M at the local level via direct mail 
and sales calls. The seminars will 
be backstopped with a "national 
promotional umbrella" by the 
manufacturing firm. 

Can all types of sponsors benefit 
by the campaign? Says Madden: 

"A station with minimum video 
equipment and just one recorder is 
capable of producing outstanding 
commercials featuring 90 per cent 
of the special effects normally de- 
sired by advertisers and agencies." 



A. S. Beck shoes names 
new ad-p.r. director 

Louis B. Keane, who was an A,S» 
Beck employee for 30 years and 
served at one time as vice president 
and member of the board of direc- 
tors, has returned to the company 
as director of advertising and public 
relations. 

Keane was associated with Beck 
from 1928 through 1958. He was 
vice president and director from I 
1946 on. 

For the past several years he has 
been a merchandise consultant to I 
Gcnesco and served the I, Miller 
and Wise shoe divisions. 



ANA plans workshop 

A day-long workshop for adver- 
tisers on the subject of television 
advertising is scheduled by the 
Association of National Advertisers 
to be held June 17th at the Plaza: 
Hotel in New York. 

The program committee is headed 
by Alfred Plant, vice president-ad- 
vertising of Block Drug Company, 
manned by Richard Butlex, Lever 
Bros.; Robert Dobbin Best Foods; 
Glenn Johnston. Glenbrook Labora- 
tories; Gregg Lincoln, Colgate- 
Palmolive; Craig Moodic, Jr., Arm- 
strong Cork; and Copekrnd Robin- 
son Liggett & Myers. 

This annual workshop is one of 
the activities of the Broadcast 
Service Committee of the ANA 
under the chairmanship of John 
Burgard^ vice president and direc- 
tor of advertising of the Brown m 
Williamson Tobacco Corporation. 
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Mad but wonderful world 
of a copywriter 



Here is how a copywriter lives, works. Her world 
is one of dizziness, pain, frustration, but also fun 



In I isg \ conwRtri k is more than 
| P just a love affair between a 
writer and a pencil and paper. It 
iinoKes a great deal of running, 
thinking, learning, planning, direct- 
ing, and taking direction. 

The copywriter's world is a mad- 
house but also a fun house. It is 
here that the dizziness of ideas be- 
gins to clear and the creative con- 
cept becomes concrete. I n the end 
it is the copywriter, along with the 
art director, that decides on the 
details of the commercial message 
that will make the consumer look 
listen, and hopefully , bin. Copy- 
writers are not sponsored poets or 
novelists who ha\e failed but, for 
the most part, ordinary people with 
good minds and a great deal of 
bnergy. 

A good representative of the 
copywriter's profession is Olivia 
HKiger who works on the John H. 
Wreck account at Young & Rubi- 
■§m. She is one of about 60 copy- 
writers at Y&R. agency for Breck 
Mace last September. 

Olivia writes for all media, but 
Concentration has been on televi- 
sion for the products she handles. 



A v one of tlit' copywriters on 
the Breck account at V A R. 
Olivia t racer was featured in the 
BRLCK COLD IU)X . the com- 
pany publication of John II 
Breck. Inc. It was thi\ < overage 
tliat brought Olivia to SPO\- 

*, .SOR's attention. The major part 
of this article and the photos are 
taken from the story in Gold Box, 

l ' written and edited by Robert J 
i C roken. 
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Copywriters must speak up. Here Olivia expresses one of her ideas to an art supervisor. 



"I went to art school,"' says Olivia, 
"and TV has a lot of picture, which 
pleases me. I'm very interested 
in movie techniques." 

But such problems are usually 
settled through healthy, although 
sometimes heated, discussion. In- 
stead of just carrying out orders, a 
good copywriter must think them 
out, Olivia believes. It is good peo- 
ple who make a good advertisement. 

"I don't like to work with a set 
storybonrd and planned cuts, etc.," 
says Olivia. "Luckily the TV art 
director (Lcc Scherz) doesn't either. 
We work it out together. He has a 
feeling for eopywriting and knows 
when I'm going astray. At the 
same time I like to talk over his 
art plans. We argue and fight but 
it all comes out for the best." 

The producer, John MeShane, 
also listens. "He let's me monkey 
around," Olivia says. "The agency 
is very good about that, and so 
is the client. They give you your 
head," she says. 

"If you want to and I think 
every copywriter should want to — 
it is a good idea to sit in on cast- 
ings, music, and voice ehoosings. 1 
also go to shootings, mixings, and 
watch what's going on. I am in- 
vited more or less as an observer, 
but they sometimes listen to mc, if 
1 have something important to say," 
Olivia reflects. 

On a commerieal for Breek Hair 
Set Mist Olivia was writing copy for 
a type like Sandra Dennis, the pro- 
ducer was thinking of a type like 
Carole Lombard. "When 1 knew 
what he was thinking I could go 
back and do the kind of re-write 
he wanted. 1 don't always write 



with a particular type person in 
mind but this was a tricky com- 
mercial and the personality was im- 
portant," the copywriter says. 

Of the many Breek products, 
Olivia handles eopywriting for 
Breek Hair Set Mist, Creme Rinse, 
Banish dandruff shampoo, and sev- 
eral others. 

"Copywriters must be good cus- 
tomers themselves, 1 believe," 
Olivia says. "They're the kind of 
people who like to go into super- 
markets and buy things." 

Olivia is clever with words, quick 
to understand what people want to 
know about a product, and adept 
at creating effective advertising 
copy. She is personable, outgoing, 
and articulate. 

Young & Rubicam has a repu- 
tation for being a creative agency. 
It is a mecea in the ad world for 
people who arc imaginative and cre- 
ative, some creative people believe. 



It was this reputation that 
attracted Olivia Trager. 

Ten years ago, she was a senior 
at Bennington College in Vermont, 
and her burning ambition was to 
go to Mexico and write a novel, ] 
She hadn't established a theme for ] 
the novel by graduation, and she ( 
didn't have the money to go to 
Mexico, so she settled down to 
work in New York. 

Olivia worked for MGM as a I 
titlcist, then went to the C. J. La- 
Roche agency as a copywriter. 

The acting copy head at the La- 1 
Roche agency was a young Har- 
vard graduate named James Tra- 
ger. What with their work and sev- 
eral mutual interests throwing thenjl 
together, it was not surprising that I 
romance blossomed. Soon Olivia, I 
had, with no reluctance at all, 
abandoned the idea of the novel and 
Mexico and married James Trager, i 

Today, the couple has three chil- 



When she's in the supermarket, Olivia becomes just another housewife. She is restless 
and says she can't stand not being over-busy. j 
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drcn : loin, six; Mandy . four; and 
James, fourteen months. Since her 
marriage Olivia has worked at three 
advertising agencies, always as a 
copywriter. She came to YJfcR 
about a year ago. 

After eight years as a copywriter 
she has formed some strong opin- 
ions on her career and on the re- 
sponsibilities of copywriters. 

"I'm not a writer who wants to 
be anything el sc. I want to be what 
T am." 

A copywriters job, she believes, 
is to give the products a glamour 
and excitement that adds a value 
above what the product has. "I'm 
ashamed of my bad ads," she says, 
"and I get a sense of accomplish- 
ment when I do a good one." 

According to 1 he Book oj Vaunt* 
& Riibivam. "the copy department 
is where the actual advertising is 
originated and written, be it maga- 
zines, radio. tele\ ision. newspapers. 



billboards, skywriting, matchbooks, 
or wliat-have-you." A companion 
volume in the Y&R library, en- 
titled How to Create Good Adver- 
tising, explains that a copywriter 
must first and foremost be able to 
write clearly . simply, logically, and 
interestingly. 

"He should think in terms of 
people and their needs and desires. 
He must think: 'How can I form a 
mental bridge between people's 
needs and desires and the advan- 
tages this product has to offer?" " 

In the opinion of Gwynnc Gros- 
ser, director of personnel at Y&R. 
the real, good copywriters have the 
ability to develop a theme that 
will be the key to a whole series 
of ads. 

"Anyone," he says, "can write 
one good ad. but developing a theme 
that will last is good w riting." About 
24 of the agency's copywriters are 
women. Prosser sa\s. 




Olivia s </ii\ is <>< < npied tilth photu < alls 
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I lie average age of the agency's 
copywriters is slightly under 3D, 
he say s. I hey are all college-trained 
and they might have studied jour- 
nalism, a subject closely related to 
copy writing, or subjects as remote 
to copy writing as French literature, 
geography, and chemistry . 

I "rank Harrell. a YJtR v ice presi- 
dent and manager of the copy de- 
partment, explains what the agency 
looks for when they hire a copy- 
writer. 

"We look for real interest in do- 
ing exciting and difficult work." he 
says, "and we look for imagination 
and versatility . 

"Copywriters are the key people 
in making an ad. A writer must 
find out the facts and then inter- 
pret these facts in an understand- 
able way. A copywriter like Olivia 
Tracer begins an ad. then collab- 
orates w ith the art director in mak- 
ing it." 
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On the personal qualities ol copy- 
writers, Harrell says: 

"'The best copywriters are natur- 
ally expressive people, both in their 
conversation and in their ad mak- 
ing. Then," he adds, "copywriters 
get a personal satisfaction in seeing 
their work in print or on the air. 
Pride is a big thing with a copy- 
writer." 

The man at Y&R who relates 
most closely the client (Breck) is 
Bill White, vice president and ac- 
count supervisor. Bill, along with 
four account executives, is in con- 
stant touch with the marketing peo- 
ple at Breck, discusses the clients 
problems with Olivia and others 
working on the account. Then, the 
copy department, through assigned 
writers, develops the script and 
copy for the proposed adver- 
tisement. Upon completion it is pre- 
sented and discussed by the Breck 
product group and the agency's cre- 
ative review board. Once the ad- 
vertisement has the approval of 
these groups, it is presented to Bill 
White, the account executives, and 
to the client. 

Olivia Trager has straight, 
blonde, shoulder-length hair which 
turns up slightly at the ends which 
she manages from time to time with 
a toss of her head or a sweep of 
her right hand. She is attractive, 
has green eyes and an expressive 
face. She talks easily and confi- 
dently. From her experience in the 
advertising field she is knowledge- 
about copywriting, the workings of 
an agency, and what makes a good 
ad. She is open-minded, has intelli- 
gent opinions, and is sophisticated 
in an easy natural way. She is tall, 
large-boned, and walks with a 
quick stride. 

Olivia's office is on the eighth 
floor of the Y&R building, along 
with the offices of a dozen other 
copywriters on the same floor. Her 
desk is invariably in shambles with 
sheets of paper scattered here and 
there, with a bottle of Breck Banish 
seeming to anchor the still life. On 
one wall of her office is a montage 
of proposed storyboards, print ads. 
a batch of personal notes impaled 
with a huge pin, and a cherished 
message printed by her son Toby 
("Mommy, 1 Love You"), chil- 
dren's sketches, and a eolor ren- 
dering of the sinking of the Titanic. 
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It takes some energy and drive . 
to hold a full-time copywriters job 
and run a household, but Olivia 
manages both very well. 

The Tragers' day begins at 7:30. 
More organized than most family 
breakfasts, the Tragers eat together, 
with the children chattering, father 
James reading the New York Times 
until he finds the advertising news, 
and Olivia presiding over it all. 

Dressing the children for school 
is confusing but organized and 
swiftly accomplished. By 8:30 a.m. 
the Tragers are riding down the 
elevator from their fifteenth floor 
apartment, and another day has 
begun. Jim and Olivia alternate 
each morning walking Toby and 
Mandy to school seven blocks 
away from the Trager home. After 
Olivia walks them she takes a bus 
down Madison Avenue to Y&R. 
Younger son James is cared for 
during the day by Emma, the Tra- 
gers' nurse. 

A typical day at the agency for 
Olivia is hard to describe. One day 
she may work in her office at the 



typewriter, devoting all her time 
to writing copy for an advertisement. 
On another day she may confer 
with artists Sarp Fink, Lee Seherz, 
and Dave Rcnrjing, who arc working 
on an art theme for an advertise- 
ment (Lee handles TV art; Sam and 
Dave, print), Other days, Olivia 
takes part in an interview session 
that will select models for a Breck 
TV commercial. On other days she 
is at a filming studio where the com- 
mercial is being made. 

"I hate ads that other people 
hate," Olivia says. "Those are the 
ads that bludgeon people into do- 
ing things." 

"What we are trying to do with 
Breck on television," Lee Scherz; 
says, "is to find something unique 
in every preparation, continue the 
Breck image, and present it inter- 
estingly." 

Traditionally the Breck image- 
has remained as it was 30 years 
ago when the product first came out 
on the market, but TV has been 
somewhat of a departure especially 
on products such as Hair Spray. 




Above: One of her supervisors, ICIoise Francis, examines prepared storyboard for 
Breck preparation. 



Below: At home Olivia works on tier hobby, needlepoint, while husband, Jim, reads 
magazine. Common interest in copywriting makes lively discussion. 
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Any business publication has one primary function. 

It must — to be of any real value to either readers or advertisers — pre- 
sent from issue to issue so many ideas and so much information that 
businessmen to whom it is directed find it useful and worthy of reading. 

_ Sounds pretty simple, doesn't it? Understanding the function of a busi- 



ness paper is simple; fulfilling that function is not. 

Demands on the time of all readers are greater than ever. The number of publications 
competing for readership is also greater. 

So, the job of getting business readership has become a more difficult one. Today, getting 
business publication readership regularly and in substantial numbers requires both compe- 
tent people and adequate facilities of many kinds. 

The OP trademark of Ojibway Press, Inc. is regularly displayed on 26 business publications 
in a number of different fields. Whenever you see it, you can be assured that the publica- 
tion carrying this symbol has the people and the facilities required un- 
der today's conditions. 

You can be assured, too, that the men and women assigned to each Ojib- 
way publication are fully conscious of their primary function to serve their 
readership in every way they possibly can. 





OJIBWAY PRESS, inc. 
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Talking with Toby, who is also expres- 
sive. Olivia saves his artwork. 



Dressing children Mandy and James for 
school has its tender moments. 



Olivia walks the children to school before 
work. 



which has a young market. On a 
commercial shot not too long ago, 
Brcck used a Chinese girl in Ja- 
maica for a set that was supposed 
to be Polynesian. "It was fun," 
Olivia says, but a lot of work." 
Bert Stern handled the photog- 
raphy. 

"Every day has new challenges. 
We must create things out of thin 
air," Olivia says. "It's just a job 
of thinking and coming up with an 
idea." Sometimes the idea takes a 
long time to come to the surface. 



Olivia spends a good deal of time 
with the three artists, sometimes un- 
profitable time as far as the com- 
mercial and the print ad goes. Other 
times they come to an understand- 
ing quickly, rejecting some ideas 
and accepting others until a good 
and memorrable advertisment is de- 
veloped. 

"We don't settle for something," 
according to the copywriter, "We 
care. We bother." 

"A copywriter's problem is peo- 
ple," Olivia believes. "We must 



persuade people all over the coun- 
try to think a certain way and buy 
a certain product. You are dealing 
with the thoughts; and emotions that 
people have. It is always stimulat- 
ing and exciting to do this," she 
says, "and you find out something 
about yourself, too. When you've 
finished an ad or a commercial, you, 
realize that your tastes and the 
things you like, and the messages 
that move you, are remarkably 
like those that impress millions of 
other people." ■ 
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Harold Cabot billings 
up 11% in 1963 

For Harold Cabot & Co., of Bos- 
ton, 1963 was a record year in 
terms of billings, earnings, net prof- 
its, and expansion, company presi- 
dent Edward F. Chase disclosed at 
the company's annual meeting. 

In reporting record high sales, 
Chase said billings in 1963 were 
up 1 1 % over 1962. 

He said, "the over-all success of 
the company in 1963, further dis- 
tinguished by the addition of cli- 
ents Howard Johnson Company, 
Rambler Dealers Association of 
Greater Boston, and Forte, Dupec, 
Sawyer Company, presages an even 
greater sales year for Cabot in 1964. 
Billings for 1964 now scheduled 
will be 30% ahead of last year." 



Combined Agencies 
to bill $2 million 

Acquisition of Levitt & Brandt, 
Inc. has been announced by Ralph 



Kent Cooks, president of Cooks/ 
Irwin, Inc. of Beverly Hills. Com- 
bined billings are estimated at just 
under $2 million. 

Purchase of the 20-year-old Los 
Angeles agency includes take-over 
of the entire staff including Charles 
Levitt, who becomes vice president 
at Cooke/ Irwin; Edwin Brandt and 
Robert Lceper, account supervisors, 
and the media and billing depart- 
ments. 

Clients being brought to Cooke/ 
Irwin include Tanner Gray Line 
Motor Tours (California, Arizona 
and Nevada) together with their 
Avis Rcnt-A-Car system and Chart- 
er Buses; Rose Hills Memorial 
Park. Whitticr; Los Angeles Turf 
Club, Arcadia; Braille Institute of 
America; Radio Free Europe Fund; 
Avis-Rcnt-A-Truck and automobile 
leases for 1 1 western states; Ken- 
nedy Outdoor Advertising Co.; 
Hayward Hotel; R. W. Winehell 
Donut Co.; R. A. Rowan & Co. and 
San Vallc Tile Co. 



JWT opens offfee 
in Venezuela 

J. Walter Thompson has opened 
its 54th office in Caracas, Vene- 
zuela. The new office, known as J. 
Walter Thompson De Venezuela 
C.A., succeeds Vovica,, OA.., the 
organization which has handled 
Thompson International clients 
locally since 1954. 

Manager of the new Thompson 
office is Lee Preschel, who, with 
Luis Perdomo, will serve on the 
mamigemcnt committee of the 
office. Both men are long-time 
Thompson executives who super- 
vised Thompson accounts at th« 
Vovica agency and who previously 
served JWT accounts in the United 
States, Puerto Rico, and Colombia. 

The new Thompson office will 
absorb all personnel and facilities 
of Vovica. Its clients include Kel- 
logg, Kraft Burroughs, Champion 
Spark Plugs, Chesebrough- Pond's, 
Douglas Aircraft, Ford, Kodak, 
Lever, Pan Anierican AirM»W< 
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ANNOUNCING... 



We RICHARD BOONE SHOW 

For Syndlcation/NBC FILMS 

SEE BACK COVER FOR DETAILS 



Where is that cozy "Lion's Den" this year? 




Little 01' Suite 1905A at the Conrad Hilton Hotel! 




New York • Chicago • Culver City • Charlotte • Toronto 
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1963 : Triumphant year for 
industry problems 



THE PAST YEAR HAS BEEN a hectic 
one for broadcasting and 
broadcast advertisers. As the over- 
all trade association for the broad- 
casting industry, the National As- 
sociation has met the problems — 
and found solutions to a remarkable 
number. 

Broadcasing has suffered no ma- 
jor reversal and the industry's posi- 
tion is stronger than ever before. 

Here is a summary of challenges 
and NAB accomplishments; 

The Challenge 

The Federal Communications 
Commission proposed a rulemaking 
proceeding to enable it to limit the 
amount of commercials and the ex- 
tent to which they interrupt pro- 
grams. 

The Accomplishment 

Under the leadership of NAB 
President LeRoy Collins, broadcast- 
ers began mustering support in op- 
position, both at the FCC and on 
Capitol Hill. NAB's Office of Gov- 
ernment Affairs, working with 
members at the grass roots and with 
state associations, saw that Con- 
gressmen were informed of the 
danger of this proposal as a threat 
to our free business system and as 
a collateral threat to general free- 
doms. Using a printed reasoned ar- 
gument, prepared by Governor 
Collins, the NAB Public Relations 
Service was able to obtain editorial 
support in opposition to the mea- 
sure from leading newspapers across 
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the country. . .a success which 
brought disbelief from some broad- 
casters who recalled the traditional 
rivalry of the competitive media. 

The FCC withdrew its proposal 
but legislation was introduced in 
Congress to prevent a repetition of 
this threat to freedom. 

Broadcasters, using NAB as the 
focus, rallied behind the mea- 
sure. The legislation, sponsored by 
chairman Walter Rogers of the 
House Communications Subcommit- 
tee, passed the House by a smashing 
317-to-43 vote and was a clear in- 
dication that House members be- 
lieved that the FCC, like other regu- 
latory agencies, was arrogating to it- 
self powers never granted by law. 

The Challenge 

Congressional investigations and 
publicity resulting from these inves- 
tigations spotlighted definite weak- 
nesses in broadcast ratings as they 
existed. These weaknesses resulted 
in the lessening of confidence in 
broadcasting and had an indirect 
unfavorable effect on advertising. 

The Accomplishment 

Under the leadership of NAB 
Research Committee chairman Don- 
ald H. McGannon, NAB organized 
and incorporated the Broadcast 
Rating Council. NAB has five direc- 
tors. Other directors are from the 
networks, NAFMB, RAB, TvB, 
SRA, and AAAA. 

McGannon, who also is chair- 
man of the Board of the Council, 



is making progress reports to chair- 
man Oren Harris of the House Sub- 
committee on Investigations. This 
action has precluded legislation in 
the field of ratings. 

Two Broadcast Rating Council 
objectives: the establishment of (1) 
minimum criteria and standards for 
rating services, and (2) auditing; 
procedures to assure that the stand- 
ards are met and maintained. 

The Challenge 

All segments of broadcast adver- 
tising — advertisers, advertising 
agencies, networks and stations — 
arc equally desirous of achieving 
the full potential of radio and tele- 
vision advertising. They all also 
need to recognize problems and diss 
cuss possible solutions. 

The Accomplishment 

Governor Collins has taken tilt 
lead in establishing such confer* 
enccs for television advertising, 
which appears to have the moil 
urgent need. The Television Code 
Review Board now is serving as the 
focal point for the meetings. 

The first meeting was held on 
December 18 of last year and the* 
second on February 12, both il 
New York City. Representatives oil 
the AAAA. the ANA, TvB, and 
NAB have participated in helpfti 
discussions. Future meetings will bi 
held. 

The Challenge 

The problem in radio regarclii 
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Public — and Congressional — Challenge 
of broadcasting advertising practices 
met by national association's fast action 
and positive proposals 



NAB'S solving 



ommercial policy is not unlike 
that of television. However, where 
television is concerned primarily 
ith programs, radio is concerned 
rimarily with stations. 

The Accomplishment 

The NAB Research Office has 
rejected a study for this year that 
seek to determine how the lis- 
tener is affected by radio commer- 
ials in terms of frequency, num- 
kt of minutes per hour, manner 
presentation, and loudness. 
NAB hopes the information ob- 
ained could be used in its Radio 
ode administration. 

The Challenge 

The single greatest need facing 
adio is an adequate and accurate 
nay to measure its audience. 

The Accomplishment 

NAB and the Radio Advertising 
ureau are conducting a joint re- 
arch project which it hopes will 
>lve this problem. Initial studies 
determine the memorability of 
all letters and time of radio list- 
ig activity are due to go in the 
eld very shortly. 

The Challenge 

Growing concern among b road- 
osiers, broadcast advertisers, and 
re general public about the prob- 
m of so-called clutter on tclcvi- 
on posed a problem directly for 
re Code Authority. In terms of 
c t u a 1 over - commercialization. 



Code Authority monitoring indi- 
cated ver\ little de\ iation from the 
Code's time standards. However, 
various non-program elements, in- 
cluding promotional announcements, 
billboards, public ser\ ice announce- 
ments, and commercials, including 
"piggybacks'", tend to give the im- 
pression to the viewer that a station 
is exeessiveh commercial. 



The Accomplishment 

The Code Authority is studying 
actively the question of billboards 
and credits and is working closely 
with those most concerned. The 
Code Authority will present recom- 
mendations to the I elevision Code 
Review Board at its next meeting. 

Multiple products announcements 
have now been defineJ in the Code 
itself in strict terms. Only those 
which meet the criteri.i of the Code 
amendment will be counted as a 
single commercial under the time 
standards. 

The Research Office of NAB. 
in cooperation with the Code Au- 
thority, is undertaking a stud\ of 
the problem of clutter, its various 
elements, their relationship to the 
viewer, and \ iewer reaction. 

Concurrent!) . the Telev ision 
Code Review Board further tight- 
ened the time standards section. For 
the first time in prime time pro- 
grams, a limitation of not more 
than three consecutive announce- 
ments of an\ kind has been writ- 
ten into the Code. 




Ilv Jttltn M. Ctniric 

\ ire preutli lit for public relation* 

A mutual A iation of liroadi tt%tert, 

Hefore jummt; \.-t H in / the nenly 

named vice prt udent iim a I nited I'rcu 

eorrespondenl, had earlier \er\ cd on four 

(I forbid papers, mchuhin; " I he Atlanta 

Con\tiluium" . 

The Challenge 

The old question of truth ami 
credibility in advertising is of ut- 
most concern to NAB through its 
Code Authoritv . Lack of credibil- 
ity damages the medium which car- 
ries commercial messages of this 
nature just as it does the advertiser 
and advertising in general. 

The Accomplishment 

On a voluntary basis in coopera- 
tion with network clearance offices, 
agencies, advertisers, and individual 
station subscribers, the New York 
Code Offiee examines commercial 
copy from the standpoint of taste, 
derogation, substantiation of claims, 
and other unfair and misleading 
practices. Some work is carried on 
in this field b\ the Code offices in 
Washington and Holhwood 

In implementing the Television 
Code's prohibition against the use 
of doctors, dentists and nurses in 
advertising, guidelines have been is- 
sued to avoid medical endorsement 
or scientific backing w here the 
facts do not justify these. 

Guidelines a I so have been issued 
to avoid excesses in the field of to\ 
advertising, weight reducing prod- 
ucts, and in the area of arthritis md 
rheumatism. 

In the works: Guidelines for ad- 
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Nothing 
replaces 

wo feet 
in motion' 



. . . Not even the da//hng technical inadiinci v ol 
electronic journalism. 1 1 is an old axiom that no 
machine can replace the leu-man uith a nose lor 
news the ureal reporter who can track down, 
.smell out. and come up with the hit; ston ..whose 
contacts cut across politics, business, the aits 
and sciences . . . w ho knows w here to no for the 
inside ston . 

Or more precise!). Walter Cronkite. When vou 
see him on his c\ cuius: news broadcast he is sitting 
at a desk describing, for example, a missile launch 
ing or interviewing a political hopeful. But In that 
time he has alrcadv \ isited ex en tracking station in 
the Western I lemisphere or traveled throughout the 
home state of the man he is inters iexxing. With the 
burning curiosity of a natural-born reporter, he re- 
fuses to rely alone on wire sen ice bulletins or the 
reports of correspondents in the field. 

In his three decades as a practicing journalist 
Cronkite has co\ ered more of the earth's surface 
than any newsman in telex ision. As a distinguished 
critic wroteof him— "Viewers can see and hear ex en 
niiihi a face and voice that have uuided them throuuh 
an incredible diversity of experiences, from outer 
space to underwater, from chats with presidents to 
exchanges with physicists. It is hard to imagine a 
co/ier mentor than this excellent reporter. . . with 
the inexhaustible vitaliu and the temperamental 
balance that makes Republicans and Democrats 
alike find him sympathetic. You don't worn about 
w hat Cronkite thinks. You just sort of trust him." 

And there is good reason for such trust. Cronkite 
brings to his daily reporting a background of re- 
search, know ledge and lint-hand experience unique 
in telex ision journalism. It provides the kind of m- 
s'mht and illumination that make his cox crane of the 
Presidential primaries, the national conventions, 
and the election required xiexxmg. 

In short. Walter Cronkite is one of the reasons 
why the American people are turning more and 
more to CBS New s for the reporting of major ev cuts 
in an election \ ear— as thev did for the opening test 
of strength in the New Hampshire primarv ... \s lor 
those feet on the desk, don't be misled He's just 
recharging his batteries. C^BS I^GWS 




What's so great 
about radio? 




Come see "Saga in Sound" 
(9:00 A.M., Grand Ballroom, 
Conrad Hilton, April 7) 



...and tell the world! 



The story of radio... its beginnings, its historic 
and nostalgic past, and the exciting and vital role 
it plays today in the lives of millions of Americans, 
colorfully told in this 20-minute film. 



Produced by the ABC Owned Radio Stations for 
showing to community groups and organizations. 
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vertising cold and cough remedies 
and for dandruff treatment prod- 
ucts. 

The Challenge 

Some advertisers have expressed 
dissatisfaction with the quality of 
their produced radio commercials 
when these arc transferred from 
disc to cartridge tape. The develop- 
ment of cartridge tape has been of 
great benefit to radio stations. Its 
use will continue to grow. At the 
same time broadcast advertisers and', 
their agencies must be assured ofj 
good quality in airing their mes- 
sages. 

The Accomplishment 

Working through NAB engineers 
ing committees closely coordinated 
by the NAB Engineering Departs 
ment, the Association already hm 
adopted new Disc Recording and 
Reproducing Standards and now is] 
developing Cartridge Tape Stand- 
ards, and upgrading NAB's Rcel- 
to-Rcel Magnetic Tape Standards. 

These standards will permit closi 
check on the audio quality of cOm*' 
mercials transferred to disc to tape. 

The Challenge 

Mounting public concern over 
cigarette smoking and health al« 
ready is being reflected in proposals 
to curb cigarette advertising. 

The Accomplishment 

The NAB Television Code al- 
ready has been amended, to read 
that: 

"Care should be exercised so that 
cigarette smoking will not be d§- ; 
picted in a manner to impress the 
young of our country as a dcsiN 
able habit worthy of imitation." j 

And that "The advertising of elm 
arettes should not be presented if 
a manner to convey the impressiox 
that cigarette smoking promote* 
health or is important to person! 
development of the youth of oul 
country,' 1 

While no specific language ha 
been acted on vet. the Radio Codw 
Review Board has been directed b; 
the Radio Board of Directors <ti 
develop similar amendments. 

NAB also has told the Fedeft 
Trade Commission that the FT<I 
has no legal authority to issue ajfl 
restrictions on, cigarette advcrtislnl 
because Congress has not grantel 
it this power. 
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% ^ ABC Vv\^ 
Ge ' Well" SwVe 



Visit ABC Films once a 
day while you ' re in Chi- 
cago at the N.A.B. Con- 
vention. Suite 2316-19 , 
Conrad Hilton Hotel. We 
cure sagging ratings, 
listless audiences and 
build up shares-of- 
market . 

Contains these proven 
ingredients: NEW BREED, 
GIRL TALK, I'M DICKENS 
. . .HE'S FENSTER, CAS- 
PER, WYATT EARP, EXPE- 
DITION, THE REBEL, ONE 
STEP BEYOND. 



I 




Evening programming look 
glum and listless? 



f 





acle drug consists of cop 
scientists. A guaranteed 
sure cure if taken once a 
week. Proof? KABC , Los An- 
geles was the top station 
in the area. At 9:30 P.M. 
"Breed" became #1 and in- 
creased ratings 54% over 
previous programming. It 
was later switched to 6 
P.M. and again became tops 
in the market. That ' s not 
only proof, that's power! 





. RE ' 5. FEN8- 
G tv e this r el l i c k img 
comedy to the whole: family 
every week. Warning; may 
raise stat ion ratings alarm- 
ingly fast I Just started and 
already Number One in De- 
troit, Oleveland, Oorpus 
Christ i and Waco I How » s that 
for fast ,fast .fast relief f 
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Sagging mid-day ratings? 



? 



s ignore you: 



? 



SYMPTOM: Children seem listless and bored 
CURE: 





l\ Give young."ttr_, > p o 
daily dose of J ASFr^t- TM 
FRIENDLY GHOST. IhtV~ 1 
I'eel tetter l mcitv. 1 'i t <. 1 y 
So a 1 1 1 your . po:i j r^>. 
Some of the h < p p : • t 
Gor^ art in Detroit, « 
le*ins , Hou^t :i < n ". v . i 
Redding *ht re "ASFLR 
I.'uobc r :it in it 1 1 



o n- 



i r.e re arc o 



ot! 



that thin* "ASF 
powerful jtu!': 



prt t 






Take one of these How about a 

every week for 30 minutes: good for pntral p^rtm aches ? 





era flavors-good for the; whole 
family. Made with Hugh 
0 ' Brian. Will they really like 
it? They liked it, better than 
anything else in Oklahoma 
City, Tol&do, Philadelphia, 
Boston, Cleveland, Kansas 
City, Nashville* Miami , Port- 
land,, Oregon, Pittsburgh, San 
Francisco, etc, 
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Falling asleep in front of TV 
: Audience needs action! 



Get a shock treatment! 




■ THE REBEL : Give one (1) big 
shot of THE REBEL once every 
seven (7) days. Preferably 
in the early evening. Even as 
a atrip it's Number One in 
Nashville. Kansaj City, 
Bes Xoines and Charleston. 
Weekly s it 's Number One in 
Norfolk. Providence, Phila- 
delphia. Toledo . Memphis, 
Indianapolis, Detroit and 
Eoehester . 





K' 11^ Wit-*, 

i ;rsJ c; . 





% ONE STEP BEYOND 



trip into tho unbe- 
lievable world of 
extra-sensory per- 
cept ion . It's elec- 
trified San Fran- 
cisco, Co 1 uobu s , 
Corpus Christie, 
Boston, Detroit , 
Honolulu -- tops in 
its t imc slot ! 

■ « 
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P ic k -Congress 
St . Clair 

Senec a 

Sheraton -Blacks tone 
She rat on -Chic ago 
Sherman House 
Water Tower Inn 
YMCA Hotel 
Planters 
THEATRES 

Blac kstone 

Civic & Lyric Operas 
Goodman Memorial 
The Happy Medium 
Orchestra Hall 
Shubert 
S tudebaker 
POINTS OF INTEREST 
Ad I e f Planetarium and Astronomical Museum 
American Furniture Mart 
Art Inst itute 
Band She 1 1 

Board it Trade (Observation Tover) 
Buckingham Fountain 
Chicapo Col iseura 
Chicago Natural History Museum 
Chi- ago Publ ic Library 

Chicago Civic Center (Under Construction) 
Chicago Water Tover 
Ci tv Hall & County Building 
DePaul Univers itv 
Loyola University (Branch) 
Marina Citv 
Meigs Field 
M» refund ise Mart 
M id west Stoc k Exchange 
Saw P it r 

Sorthwt stern Univers itv , Chicago Campus 
Prudential Building (Observation Tower") 
Rooseve It Un Ivers tty 
Shedd Aquar ium 
Soldier Field 

Visitors Information Center (CAC O 
U . S. Courthouse 
U. S. Post Office 



City Parking Garages 



CHICAGO 



ASSOCIATION OF COMM KKCI- 
VISITORS Bl RHAl 



AND INDUSTRY 
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Chicago: NAB-Town, 1964 



Bite of broadcaster conclave is no longer the brawling 
midwestern town of Mrs. O'Leary or even Elliot Ness 



C\RI SWDIH K(. OIKC C.I I led tllC 
hikcsilc cii> "Hog-butcher to the 
world " Others call it "The Winds 
Oh." Some just call it In its lo- 
k»llv disliked nickname, "Chi" 
I clonics with "bu>"). Audiences 
*vho dial the I V and radio stations 
operated b> many of the NAB con- 
vention delegates gathered in the 
L-cnmtr} \ second-largest city have 
heir own, often inaccurate, image 
€ the cits that looks out on Lake 
Michigan — an image compounded 
)f Alice Fa\e and I \ rone Power 
lecing the Chicago Fire, Armour 
irjd Swift packaging miles of saus- 
iges, and Robert Stack, riding in a 
"•lack Reo and armed with a 



loiunn gun. in hot puisuit of A I 
("a pone. 

I hese ini.iges persist, but thev 
just ain't so. 

I he city that will plav luist this 
week to the NAB and its guests 
is the biggest manufacturing and 
distributing center in the country 
with annual sales in the giddv area 
of $55 billion. No longer a real 
power in network program produc- 
tion, Chicago is nevertheless a giant 
in the communications business, and 
produces more television sets, ra- 
dios and telephone equipment than 
an\ other major I ' S area. 

Chicago isn't far from the I .S. 
Center of Population, and what 



amounts to a ' nation.il mid touu' 
location has made ( hkae<» the kail 
mg eit> in mail (inkr im hk 
(*>V< ol I S catalogue sdcsj, the 
world's largest rail center Ima I 
(MM! passenger trams a dav t and 
one ol the b ingest airline euikr*. 
(over n million passengers on 2 ^ 
airlines at three airports ) 

It is the country's eonu ntion 
capital, handling an average of I .- 
050 conventions and trade shows 
each vcar I he NAB convention, 
which would swamp the facilities 
of the average I S eitv . is a drop 
in Chicago's convention bucket, th«. 
cit> averages 1. 200,000 visitors 
each vcar arriving to attend con- 
ventions, trade fairs and other meet 
ings 

Chicago still h.is its tensions and 

tCiiiilintn </ an [hi •< *V,( 




MM 6j 19C4 
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GENERAL INFORMATION 

ROOM LOCATIONS 

Bel Air Room 3rd Floor 

Beverly Room 3rd Floor 

Continental Room 1st Floor 

Grand Ballroom , 2nd Floor 

International Ballroom 2nd Floor 

Waldorf Room 3rd Floor 

Williford Room 3rd Floor 

Rooms 1 through 10 3rd Floor 

Rooms 12 through 19 4th Floor 

Parlors 20 through 34 5th Floor 

(All NAB conveinion and staff offices are located on the 
Third Floor of the Conrad Hilton Hotel unless otherwise 
designated). 

MEMBERSHIP CERTIFICATION DESK Lower Lobby 

Persons authorized to vote in behalf of television 
stations at the NAB Television Business Session 
;ind at the NAB Business Session must pick up 
credentials at the Certification Desk. Likewise, 
those persons authorized to sole in behalf of radio 
stations at the NAB Business Session must ha\T 
credentials. 

The Certification Desk will he located adjacent to 
the NAB Registration De\k in the Lower Lobby 
of the Conrad Hilton Hotel. The Certification 
Desk will be open from 9:00 a.m. to 5:00 p.m., 
Saturday throiich Wednesday. 
TODAY AT THE CONVENTION 

The NAB Public Relations Service vtt publish a 
pocket booklet, "Today at the Convention." on 
Monday, Tuesday and Wednesday. H will con- 
tain a registration notiee of program changes, 
last minute Convention news and pictures of Con- 
vention notables. Complete, cumulative registra- 
tion lists will be carried on Monday and Tuesday . 
Only late registrants will be. listed in the Wednes- 
day issue. 



April 6, 1964 / SPONS1 



1 



SUNDAY, APRIL 5 

Radio 

NAB FM DAY PROGRAM 

2:30 p.m. to 5:00 p.m. CON I ININ I A I ROOM 

Presiding 

Tverctt Dillard. WASII-IM. Washington. I) ( 
Report of the N\H IM Radio Committee Chairman 

Hen stioiisc. WWDC I \l. Wa*huigtOii, D.< 
IM Radio and the laiicrucncy Broadcast System 

Hon. Robert I. Ranks . I edcral ( omuiiimcatioiis 
( omuiission 

J lis l?M Audience — Recent Research Findings 

J .in ics A Schulkc, President. NM MR. New iork. 
New York 

'M Programming — Duplication or Non-Duplication 
1 lodcrator. 

Harold Ianncr. Wl DM, Detroit. Michigan 
*anel: 

N. I.. Bcntson. Wl Ol -IM. Minneapolis. Minnesota 
Richard I.. Ka\e, W( Kli I \l, Boston. Massachusetts 
Merrill l.indsa>. WSOY-I M. Decatur. Illinois 
Henry W Slavick, WlTt P.M. Memphis. I ennessee 
f\\ Forum 

What are >our IM Problems'.' 

Television 

t»:J0 p.iM. to 5:00 p.m. WALDORF ROOM 

B«ecou<t:irv Market Tclev isiun Session 
■ lodcrator 

Richard D. Diidlcv 

WSAl'- 1 \ . Waiis.ui. Wisconsin 



MONDAY, APRIL 6 

General Assembly 

(Management and Engineering Conferences) 
0i30 a.m. to 12 noon GRAND BALLROOM 

residing 

Richard W. Chapin. Stuart Broadcasting Com pans . I in- 
coln. Nebraska; 1964 Convention Co-( h.urman 
Vesentalit >t\ i)j \ All Di\t\t\\;u\sl\ed Svrvivi Award 
in Donald II M( Gannon 

Management Conference Luncheon 
2:30 p.m. to 2:00 p.m. 

INTERNATIONAL BALLROOM 
introduction of the Speaker 

William B. Quarton. The WMT Stations. Cedar Rapids. 
Iowa: Chairman. NAB Board of Directors 
i ddresj, 

lcRov Collins. President. NAB 

Management Conference Assembly 

:30 p.m. to 5:00 p.m. GRAND BALLROOM 

residing 

Richard W. Ch.ipin. Stuart Boardcasting Company. I in- 
1 coin. Nebraska: 1964 Convention Co-Chairman 
ddrcss 

The Honorable Orcn Harris. Chairman. Interstate and 
Iorcign Commerce Committee. U S House of Repre- 
sentatives 

recsdoni and Fairness — The Right to Know 
Oder a tor 

Theodore l ; . Koop, Columbia Broadcasting Swem. Inc.. 
Washington. D.C. 

I TUESDAY, APRIL 7 

Radio Assembly 

IfcOO a.m. to 12 noon GRAND BALLROOM 

.< fj0tf, Olf the Chairman of the Radio Board 
Ben St rouse. WWDC. Washington. DC 
eport on Radio Research Activities 

Mel* in A. Goldberg. Vice President and Director of 
Research. NAB 
WslWl RAH Presentation: "Radio's Leadership ^car" 
Fdmund C. Bunker. President 

, ©NiOR / April 6, 1964 



Tclc\ isitui Asscmbh 
9:45 a.m. In 1 2:00 noun 

Ml \( KSIOM I III \ I Rl 

Program ( mifi rcni c. '64 

Moderator 

( lair R Mc« ollou m Presnknl 

Steinnian si itions I aiii.iMcr. IVnni 
Panelists 

MkIlicI D. inn \ iu' President. Pi ogi .iminin • 

( US I elev isi.ii) 
Richard Pack \ ice Picsidcnt Pro -i an i • 

droiip \\ 
I lnhbcll Robinson. Jr. President 

I luhtvll Robinson Productions. Iik 
\\ Robert Rah. % nc President 

Seven Arts \sM»v.i.itcd ( 01 por.ition 
Joseph I I ev i ne. President 

I mbassv Pictures ( 01 por.ition 
Participating Producer 

Jules Power. I vcuitive Proilncer 

\n< i \ 

( o produce i 

Herb Jacobs. Piesident 
I \ Stations, Inc 

Management Conference Luncheon 
12:30 p.m. to 2:00 p.m. 

INTI RNA I IONAI BALI ROOM 
Introduction of the Speaker 

I eRov ( ollins. President. N \B 
\Jdress 

I he I lonor.ible I William Henrv. Chairman 
I edcral ( ommunications ( nmmission 
2:00 p.m. to 5:00 p.m. NO SCllLDl'l I D SI SSIONS 

I here ii no program for this period io dele •<//! \ mas 
i wit e\lubit\ and l\o\p\lal\l\ ifiuirlt r\. 



WEDNESDAY, APRIL 8 

Radio Assembly 

9:30 a.m. lo 12 uooit GRAND BALLROOM 

Uadio and Records — V Concert in Sound 

Henr> Brief. I- vecutivc Secretary Record Industry \sso 
ciation of America. Inc., New York. New York 
The Radio Code — Power for Positive Selling 
Moderator 

ITmo rilis. WSB. Atlanta. Georgia, Chairman-Designate. 
Radio Code Board 
Automation in Radio— Systems and Kxperlcncc 
Moderator 

Orin W. Towner, WH.\S, Inc. louisville. Kentucky 
IJccnsc Renewal Seminar — Questions and \iiswcrs 

Robert J. Raw son. Chief. Renewal and I ransfer Di\ « on. 
I edcral ( ommunications C ornmission 

Tele\ ision Assembly 

9:00 a.m. to 10:40 a.m. \\ II I II ORI) ROOM 

Presiding 

James D Russell. KklV. Colorado Springs. Colorado 
Chairman. NAB television Board of Directors 
Selling ... or Nailing? 
I \ B Presentation 
Norman I "Pete" ( ash. President 
Television Bureau of \dv ertismg 
Please Don't Shoot the Piano Flay er 
I K ) Presentation 
Ro\ Danish. Director 

I elev ismn Information < >fti«.e 
Ml Industry I elev isiou Station 1 iisiv license ( oiiiuiitlir 
Report 

Robert II. Smith. WO B I V, Rristo . \ ir n i 
Member. Ml Indiistrv 1 elev mod station M is .. 
I icensc ( ommittcc 
10:45 a.m. to 12:00 noon W \| DORI ROOM 

I elcvision Hoard Flections 
Presiding 

Mr Russell 

Special Presentation: "Telling the Code Morj ~ 
Howard II Bell. D rector 
I he ( ode \i thontv 
Ikction Results 
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Management Conference Luncheon 

12:30 p.m. to 2:00 p.m. 

INTERNATIONAL BALLROOM 
Introduction of the Speaker 

LeRoy Collins, President, NAB 
Address 

The Reverend Hilly Graham 
The Annual NAB Business Session 



General Assembly 
to 5:00 p.m. GRAND BALLROOM 

Rapids, 



WMT Stations, Cedar 
Board of Directors 



2:30 p.m 

Moderator 

William B. Quarton. The 

Iowa; Chairman, NAB 
Panel Discussion 

FEDERAL COMMUNICATIONS COMMISSION 

Hon. E. William Henry, Chairman 

Hon. Rosel H. Hyde 

Hon. Robert T. Bartley 

Hon. Robert E. Lee 

Hon. Frederick W. Ford 

Hon. Kenneth A. Cox 

Hon. Lee Loevinger 

Convention Reception 

(In Honor of Retiring and New NAB Board Members) 
5:00 p.m. to 7:00 p.m. 

INTERNATIONAL BALLROOM 



NAB 1964 Convention Committee 

RICHARD W. CHAPIN, Co-Chairman 

Stuart Broadcasting. Lincoln, Ncbr. 
GLENN MARSHALL, JR., Co-Chairman 

WJXT, Jacksonville, Fla, 
OTTO P. BRANDT 

KING-TV. Seattle, Wash. 
RICHARD D. DUDLEY 

WSAU. Wausau, Wis. 
GORDON GRAY 

WKTV, Utica, N.Y. 
JULIAN F. HAAS 

KAGH, Crossett, Ark. 
WILLARD SCHROEDER 

WOOD, Grand Rapids, Mich. 
MIKE SHAPIRO 

WFAA-TV, Dallas. Tex. 
LOYD C. SIGMON 

KMPC, Hollywood, Calif. 
LESTER G. SPENCER 

WKBV, Richmond, Ind. 
EUGENE S. THOMAS 

KETV, Omaha, Neb. 



SPECIAL CONVENTION FEATURES 

(Not a part of the official convention program) 



SATURDAY, 

9:00 a.m. 
to 

5:00 p.m. 

9:00 a.m. 
to 

5:30 p.m. 
11:00 a.m. 

12:15 p.m. 
to 

p.m. 



APRIL 4 

Association for 
Broadcasting 



Professional 
Education — 



2:15 
1:00 



2:30 



p.m. 



p.m. 



5:30 p.m. 



6:30 



p.m. 



Board of Directors Meet- 
ing 

National Association of 
FM Broadcasters — Meeting 

All Channel Broadcasting 
Committee — Meeting 
National Association of 
FM Broadcasters — Lunch- 
eon 

Association of Maximum 
Service Telecasters — Tech- 
nical Committee 
ABC-TV Affiliates— Pres- 
entation and Show 
ABC-Radio and TV Affili- 
ates — Reception 

Association of Maximum 
Service Telecasters — Board 
of Directors Dinner Meet- 
ing 



7:45 p.m. 



ABC-TV 
ner 



Affiliates — Din- 



SUNDAY, APRIL 5 

8:30 a.m. Association of Maximum 
to Service Telecasters — Con- 

10:00 a.m. tincntal Breakfast 

9:00 a.m. Association for Professional 

to Broadcasting Education — 

5:00 p.m. Membership Meeting 
9:00 a.m. National Association of 
to FM Broadcasters — KM Ses- 

12:15 p.m. sion 

9:30 a.m. Association of Maximum 
to Service Telecasters — Mcm- 

12:30 p.m. bership Meeting 
10:00 a.m. Broadcast Music, Ine. — 
Board of Directors Meet- 
ing and Luncheon 



Room 9 



Waldorf Room 



Room 1 3 

Continental 
Room 

Sheraton 
Blaekstonc 

International 

Ballroom 

International 

Ballroom 

Sheraton 

Blaekstone 

Regency, 

Havana, Ivy 

Rooms 
Grand 
Ballroom 



Bel Air Room 



Upper Tower 



Continental 
Room 

Beverly Room 



1 1:00 a.m. 



12:00 noon 
to 

2:00 p.m. 
12:30 p.m. 
to 

2:30 p.m. 
2:30 p.m. 



2:30 p.m. 



4:00 p.m. 



4:00 p.m. 



Broadcasters As- 
— Membership 



p.m. 



4:00 
to 

7:00 p.m. 
6:30 p.m. 



Daytime 
soeiation 
Meeting 

Association for Professional 
Broadcasting Education — 
Reception and Luncheon 

Association of Maximum 
Service Telecasters — Board 
of Directors Luncheon and 
Meeting 

Association of Broadcast- 
ing Standards — Board of 
Directors Meeting 

Institute of Broadcast En- 
gineers — First Annual 
Meeting 

Association of Broadcast- 
ing Standards — Member- 
ship Meeting 

Clear Channel Broadcast- 
ing Service — Membership 
Meeting 

TFE (Television Film Ex- 
hibit) — Coektail Reception 



Reeep 



CBS-TV Affiliates- 
lion and Banquet 
6:30 p.m. NBC Radio and Television 
Affiliates — Reception and 
Dinner 

7:00 p.m. QXR Network— Affiliates 
Meeting 

MONDAY, APRIL 6 

8:00 a.m. TV Stations Inc. — Mem- 
bership Breakfast 



TUESDAY, APRIL 7 



Pio- 



Parlors 25 
26 



and 



8:00 a.m. Society (if Television 
neers — Breakfast 
10:00 a.m. Mark Century's Program- 
ming Seminar/Brunch 
5:00 p.m. Harvard Seminar "Smoker" 
7:30 p.m. Broadcast Pioneers — Ban- 
quet 



Williford "C 



Lower Tower 



Bel Air Roord 



Beverly Room 



Williford "C" 



Beverly Room 



Lower Tower 



Piek Congress 
Great Hall 

Hotel 

Continental 
International 

Ballroom 
Room 14 



Sheraton 
Blaekstone 
Mavfair Roon 



Lower Tower 
Upper Tower 

Bel Air Roo 

International 

Ballroom 
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Every day in the week- 





and here's what happens! 



BRISTOL- JOHNSON CITY, M F 5:00 PM- 61% SHARE 

PITTSBURGH, M.F. 8:00 AM -38% SHARE 

SYRACUSE, N.Y. FRI. 7:00 PM- 34.5% SHARE 




Four years of peak network success . . . universal parental 
acclaim... unmatched response for sponsor promotions. ..these 
are just a few of the reasons why Robin Hood offers unsurpassed 
strip programming. Add to these proven assets an enthusiastic 
audience that not only watches the program loyally but makes 
it a part of its playtime. ..an audience that draws addi- 
tional recruits each year as a new generation dis- 
covers television-you can see why Robin Hood is 
unrivalled for station and sponsor. 



an by Sapphire Filmj, ltd. 



Watch for our new series on man's invincible 
willto survive-SURVIVAL! with James Whitmore 
Official Films 724 5th Ave.,N.Y.19. N.Y. PL 7-0100 



QmM I April 6, 1964 
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Le ROY COLLINS 
PRESIDENT, NAB 

Governor of Florida from 1954-1960, 
Collins took office as the seventeenth 
NAB president in January, 1961. 

Collins became a national TV figure 
as a result of his role as chairman of the 
Democratic National Convention in 1960, 
Prior to the governorship, he served in 
the state legislature of Florida for nearly 
two decades. Born in Tallahassee in 1909, 
he graduated from Cumberland Univer- 
sity with a Ll.B. degree in 1931. He 
is a member of the board of the Adver- 
tising Council, a member of the Ameri- 
can Bar Association, and the national ad- 
visory council for the Peace Corps. 




Who's 




JAMES H. HURLBERT 
ASSISTANT TO THE PRESIDENT 

Former NAB manager of department 
of broadcast personnel and economics, 
he was advanced to his present post in 
February, 1964. 

Hurlbcrt joined NAB in 1954, as as- 
sistant manager of his former department 
and was named manager in 1960. Before 
that, he produced and directed programs 
for WRCA-AM-TV (now WNHC-AM- 
TV), New York, from 1952-1954. was 
promoted to production manager and 
then assistant to the station manager. He 
was an editorial assistant at the White 
House in 1951. He is a graduate of Har- 
vard with a MA degree. 



VINCENT T. WASILEWSKI 
EXECUTIVE VICE PRESIDENT, NAB 

With the NAB since 1949, he was pro- 
moted to his present post in August, 1961. 
when the position was created. 

Wasilewski last had been vice presi- 
dent for government affairs since 1960. 
Prior to that, he became manager of gov- 
ernment relations in 1955, after service 
on the NAB's legal staff that included 
the chief Counsel post. He is a member 
of the FCC Bar Association and serves 
on the committee on legislation. Born 
in Athens, 111., he was awarded his law- 
degrees by the University of Illinois in 
1949. He saw service with the Air Force 
between 1942 and 1945. 





HOWARD H. BELL 
DIRECTOR, CODE AUTHORITY 

Bell has held numerous positions with 
the NAB since he joined the organiza- 
tion in 1951. 

He was elevated to assistant to the 
president in 1954, and was assigned ad- 
ditional duties as coordinator of state 
association activities. Bell was named as- 
sistant to the president in charge of joint 
affairs in 1958. Prior to the appoint- 
ment to his present post in December of 
last year, he had been vice president for 
planning and development and assistant 
to the president since 1962. Before join- 
ing NAB. Bell had been sales promotion 
manager of WMAI., Washington. 



MELVJN A. GOLDBERG 

VICE PRESIDENT, DIRECTOR OF 

RESEARCH, NAB 

Goldberg is considered one of the lead- 
ing research authorities in broadcasting. 
He joined the NAB in 1962 to head 1 
new industry-wide; program of objective 
research into broadcasting techniques 

Previously, he had been with Westing- 
house Broadcasting (Group W) sinctt 
1956, where, he handled depth studies in* 
radio and TV news, daytime TV view^ 
ing, and radio listening, among other 
projects. Before that, Goldberg was 
deputy director of research and evalu- 
ation for the USIA. and a research con- 
sultant. 




EDWARD H. BRONSON 
MANAGER FOR TV. NAB CODE 
AUTHORITY 

The former station director of WBNS- 
TV. Columbus. Ohio, since 1949. BrorJ 
son joined the association in 1952. 

Before that, Bionson had been stataa 
manager of WJEE Grand Rapids. DurJ 
ing World War 11. he moved to Wash-] 
ington and worked with the governinefll 
office of censorship. Prior to this, hi 
had served as assistant general manages 
with WCOL. Columbus, Ohio, where hi 
also had been continuity director. M 
journalist trained at Ohio State Univ*r*j 
sity, Bronson held newspaper jobs wfun 
the Coliimlms Citizen anil Cciltmihiis Sftm 



Who in the National 



58 • 20 CONVENTION SPECIAL 



5 PONS© 



I'Al I W. COVISIOCk 
Vl( I PRI SIDI N I I OK 
C.OVI RNMI N I Al l AIRS 

lapped foi his present post in l , ">2. 
he t. une to the N \U Irom a Um p.n t 
neiship in I loi kI.i whcic he worked with 
state oflrccis in the judicial ) and state 
legislature and helped shape a program 
of judicial improvement in the state 
law s, 

Comstock also has served for six yea is 
in Washington for the federal government 
where he was on the staff of the State 
Department's national security council. 

I le earned an M.A degree from 
Columbia Universitv in 1951. an I I K 
from Oklahoma Universitv in I l >4S 





fH \RI I S M SIONT 
M ANAdI R I OR RADIO, NAM 
(ODI- AL I HORH Y 
I Stone brought to the NAB an exten- 
sive background in radio sales and ad- 
ministration when he joined the associ- 
ation in I »>()(). 

His broadcast career began in 1^3-1 
with WJHY, (iadsden, Ala., as an an- 
louneer. and two sears later he joined 
neksonv die's SV.VIHR as program ilircc- 
iOr. writer, news editor and announcer. 

lie also w as named vice president for 
I A administration, and responsibilities in- 
•I ikied sales, program and promotion. In 
'■'5'> he joined Mason, I )ow A Stone as 
Virtncr in therr ad agencv . 

WmUM / April 6, 1964 



Wll I I AM ( A Rl ISI I 

\ l( I I'RI SIDI \ I I OK SI \ I ION 

Rl I \ I IONS 

( at lisle was pioinotcd Irom \ \lt 
managei ol station iclations to his pies 
cut post, which was ueatcd in I I 

lie joined N \H in and seivcd 

as ticld i epresent.itive unlit S**17 Befoic 
that, he was broadcast sales manager for 
Rust Industrial Co. and was i.hIio dire*, 
tor of Western Advertising A gent v Prioi 
to that, Carlisle was associated with sev 
eral stations in New Hampshne WkHK 
AM I M. Manchester. WTSVAM I M. 
C larcmont, and WTSL Hanover. I le 
served in program and production i.i 
paeities at these stations. 





STOCKTON HI I.i r-RICH 

DIRK TOR. NPW ^ ORK OITICI', 

NAB I V C ODI" 

I Iclffrich is perhaps the NAB cxccii 
live with w horn Madison Avenue has its 
greatest liaison. Since appointment to his 
present post in I s)WI. he has provided 
service and adv ice to agencies and spun 
sors w ho wish to create material in con- 
formity with the "I V code 

He is a veteran of 27 \ears with N B( . 
and from I l J 5 5 to his N \B appointment, 
he functioned as director of Continuitv 
Acceptance, the office that functions as 
arbiter of good taste for NHC Prior to 
that, he had been manager of the ( on- 
tinuits Acceptance oft ice since I "4 2 



IOIIN SI ( ( l( RI< 

\ It I I'RI SIDI N I I OR PI HI l( 

KM \ I l( INS, N \H 

( oiiiiv |«nned N \M in r»<" a cl I 
public tv w i ilci Hid in c \c si I. it i w 
named iii.ui.igci of new s ,iiul put I c it on 
In I he was ptacitl in thn.'c ol 

the entue publ c i clations so s v n I 
was promoted to his prevent po>t in 
March of this vcar 

I'rior to the NAB. he served a\ W.i h 
ington correspondent for L nitcd I'rc 
and as a w ire service w rncr I le ul o 
worked for four Georgia newspaper . 
including Atlanta C tmuitutitw He tc 
ceiv cd a B A. degree from Mercer I ni 
versus m Macon, 




DOl'OI \S \ \N| I I O 
(.I N| R \| ( Ol NSI I . N \H 

Promoted from chief cor nsel to his 
present position in I I . he came to 
the N \ H from I ( ( , w he re he had served 
as an altornes in canons legal ..ap.ic ti s 

\nello served with the ( o. st ( ■ i.ird . \ 
an ofticei from I'M] nt I P'4f. Pn > 
to lh.it he practiced law alkr d at » 
from 1 1 -i r \ .i d with an I I B di "ree n 
P' ' S and an \ B decree from Bow Jo 
\ native of New I ondon t onn h 
a member ol the I « ( Br \s k it 
I ederal Par \»mh it on and (hi \ 
can Bar \%\ih.iaton w he t li c « i 
serves as a iik iKr ot th 
coiiiniunic.it oris c< n I'ec 
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Delegate's suites: 
Who's where at NAB 



Following is an at-press-time list of hospitality suites 
and headquarters locations at the 1964 NAB Conven<- 
tion in Chicago. A II suite listings below are at the Con- 
rad Hilton Hotel unless otherwise noted. For location of 
delegates, syndicators, station representatives, equip- 
ment manufacturers, etc. not listed, consult NAB 
Registration Desk, or "Today At The Convention" 
booklet from NAB Public Relations Service. 

MEMBER NETWORKS 



American Broadcasting Company, 

Radio Network 1806-04 

American Broadcasting Company, 

Television Network 2320-25 

Columbia Broadcasting System, 

^ Radio Network 2306 

Co'umbia Broadcasting System, 

Television Network 2305A-06A-1 1 A 

Mutual Broadcasting System 1606A-04A 

National Broadcasting Company 

Radio and TV Networks Sheraton Blackstonc 

ASSOCIATE MEMBERS 

ABC Films. Inc 2319-16 

Adonis Radio Corporation 935A 

Albion Optical Company 823A 

Alto Fonic Tape Service, Inc 2234 A 

American Research Bureau, Inc., 

Division of C-F-l-R, Inc 605 

Ampcx Corporation 505A 

Automatic Tape Control, lne 1724 

Avery-Kodel. Inc Sheraton Blackstonc 

Bauer Electronies, Corporation 1119A 

John Blair & Company Sheraton Blackstonc 

Broadcast Time Sales Executive House 

Buena Vista Distribution Company, Inc. 

Subsidiary of Walt Disney 1224 

CBS Films, lne 2200 

CBS Laboratories Division 1239A 

CBS Radio Spot Sales 1218A 

Henry I. Christal Company, Inc 1306 



TRADE PUBLICATIONS 
AND ASSOCIATIONS 

Advertising Age 1306A 

Advertisim: News of New York 

BiPboard 723 

Broadcast Engineering 1435A 

Broadcasting Magazine 706A 

Film Daily 

Media Scope 1106 

Printers Ink 

Radio Advertising Bureau 1206A 

Radio-Television Daily 906 

Sales Management 

Sponsor 2406 

Telefilm Magazine 

Television Age 1406 

Television Bureau of Advertising 1606 

Television Information Office 706 

Television Magazine 706A 

Television Digest 

TV Guide 

Variety 806A 

. _J 



Cleveland Electronics, Inc 734A 

Collins Radio Company 2506 

Commercial Recording Corporation , 1500 

Conrac Division, Giannini Controls 

Corporation 819A 

Desilu Sales , Pick Congress 

Dresser-Ideco Company 1Q35A 

Electronics, Missiles & Communications 

lne ., 1339A 

Embassy Pictures Continental 

Gates Radio Company 1119 

General Electric Company North Imperial Suite; 

Gill-Perna, Inc. Executive House 

Harrington, Righter & Parsons, Inc Sheraton Blaekstone 

George P. Hollingbery Company 1600 

Hal Holman Company 2422A 

Bernard Howard & Co Pick Congress 

ITA Electronics, Division of Triangle 

Publications. Inc 2339 

Katz Agency, Inc. Executive House 

Keystone Broadcasting System, lne 806 

Kline Iron and Steel Company 723A 

Lee-Jeffreys, Inc. 723 

LTV Continental Electronics Division .... 1624 

MaCarTa, Inc 2119 

Machtronies, Inc , « 1139 

Mark Century Corporation 918A 

Mars Broadcasting, Inc 700 

Jack Masla , Park East 

MCA-TV, Ltd „ 2400 

MeMartin Industries, Inc Essex Inn 

Medallion TV Enterprises, lne 1618A 

Meeker Company, Inc. 1700 

Metro Radio Sales Sheraton-Chicago 

MGM-A Division of Metro-Goldwyn- 

Mayer. Inc 1905 A 

Charles Miehelson, lne 534 A 

Mitchell Vinten. Inc 1135A 

A. C, Nielsen Company 605A 

North American Philips Company. 

Inc : , 823 

Pams Productions 1034A 

Pepper Sound Studio, lne 700 

Peters, Griffin, Woodward Sheraton Blaekstone 

Edward Petry & Company, lne 1400: 

Prestige Representative Organization .... 1206 

The Pulse, lne , 1800 

Radio Corporation of America South 

Imperial Suite 

RCA Recorded Program Services 500 

Rohn Systems, Inc 919 

Rust Corporation of America 1900 

Select Station Representatives Sheraton-Chicago 

SESAC, Inc 900 

The Softness Group Executive House 

Sparta Electronics Corporation 1I19A, 

Spot Time Sales Executive House 

Stainless, Inc ,.. 1506 

Standard Electronics Corporation 1239 

Standard Rate & Data Service;, Inc 1706 A 

Stone Representatives, Inc 800 

Storer Programs Executive House 

Sarkes Tarzian. Inc 1824 

Telescreen Advertising, Inc 1319 

Television Affiliates Corporation 

(TAC) , S34-A 
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OKLAHOMANS ^ 
BEING SERVE" 
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is 



7 



1) 



• • • from our new 1563-foot tower inside 
IV Oklahoma City. The signal from this new 
tower — one of the industry's tallest — 
blankets metro Oklahoma City and *57 
counties with ABC-TV programming. 



Jj 



'Engineering estimate based 
on latest available ARB 
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ACTION ADVENTURE COLDR SPECTACLES 
FILMED IN DIFFERENT PARTS OF THE 
WORLD! THE MOST EXCITING STORIES OF 
ILL TIME! 

vAongols, The Trojan War, Cartouche, 
jmph of Robin Hood, Devil of Paris, 
Joseph And His Brethren and many 



KONO • • Scra nton, ^ d 



■ ■ H H ■ ■ ■ ■ ■ HR ■ 

Great Titles:The Mongols, The T 
Helen of Troy, Triumph of Robin 
Lion of St. Mark, Joseph And His Brethren and many 
others . . . 

Great Stars: JackPalance^nitaEkberg^obertMorley, 
John Drew Barrymore, Jill Haworth, Gordon Scott, L 
Barker and many others . . . 



K^S-^ • U Red (ord, Wass- 
fr aoosco, 



ADVENTURE awaits 

Hotel Continental—" 

Si 



See 




our exciting trail 
enures and surprise sellin 
NAB 



you in ~. 

Suite 500- 
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NAB convention. 
APRIL 5-6-7-9. 
JOSEPH rp LEWI NE 



.502-504 

ers, slides, b 
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Adam Voting. Inc. .. 
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NAB CONVENTION OFFICES 

Convention Manager Room I 

Kverett It. Revcrcomb. Secrclarv - 1 reasnrer 
Convention Program Room 4 

Harold Niven. Assistant to the Isecutive Nice President 
I'ngineering Conference Room I 

George W. Bartlett, Manager 
Convention Exhibits .... l ast and West I vhibil HallK 

George W. Gayou. Inhibit Director 

I-dward L. Gavou. Assistant I \hibit Director 
Registration Desk ... . lower 1 obb> 

William L. Walker, Vssisiant treasurer 
Convention News Room 3 

John M. Courie. Vice President for Public Relations 



. . Room 4 
. Room 2 

Room 2 

ower I obbv. 



NAB STAFF OFFICES 

I'secutive Vice President 
Vincent I . Wasilewski 

Radio 

Sherril Tavlor. Vice Piesulent 
Station Services 

William Carlisle. \ ice President 

Station Relations I 

I ield Representatives — James Nlckingih 
Spencer Deni'-on 
Charles Drew 
Paul R. I rv 
Oliver W. Hemv 
Prnesi C. Sanders 
I lamilton Woodle 

Broadcast Management Room 4 

David Doughty. Assistant Manager 

Government Affairs Room 2 

Paul Comstock. Vice President 

Legal Room 2 

Douglas A. Anello. General Counsel 

Reasearch - Room 2 

Melvin A. Goldberg, N ice President 

Code Authority Room 4 

Howard 1 1. Bell. Director 

I'dw ard II. Bronson. Manager f o I television 

Charles M. Stone. Manager for Radio 



EXECUTIVES AT THE 
NAB CONVENTION 



The following executive* will attend the ISV-1 V All Convention in 
Chicago .is company representatives. Most will be available to mcci 
with ad men. broadcasters and other convention visitors .it their companv 
hospitality suites (sec list, pane 62>. listings of personnel below are 
lin alph.ibctn.al order. 
, ABC RADIO 

frank Atkinson. I dw.ird Bishoff. Richard Hrahm. Irw in BrtnKkv 
Casev. William Cochran. Theodore M Douglas. Jr . Richard 
tiamc. ( rank M.iginrc. Jack Mahoncy. Jack Mann. I .irl Mtitlm. Thomas 
O'Brien. Robert R Pauley. Paul Pearson, Don Schlosser. Gars Ncslar. 
► arrcn Somerville, Arthur Sul/burgh. John A I haver. Jr 

ABC RADIO STATIONS 

Ralph W Iteaudin. l>on B Cur ran. Charles V fk Bare, 
(I rit/, John D C.ibbs. Ben ( > llobtrnian. Harold I Seal. Jr. 
tk. Walter A. Schwartz. 1 red /ellner 
C-TV 

Julius Harnathan. Alfred R Heck man. Muhael P Boiand 
be. George Corrin. Douglas Cramer. John T Curry. James 
vcrett II I rtick. David 1 I s«. hellhacher. Theodore II letter. D>n 
otcy, Michael J f oster, Joseph ( Miguinto, I eonard II i.oldenson 
rmand Ctrant, James C. Il.igcrty. Herbert I t.ihn. George Hoover, She! 
Jacobs. Ilenrv W 1 evinv>n. J.imcs lew, I Imer \\ lower. I eonard 



Charles D 
. Ronald I 



Robert I 
I Duffy 



VU< - I \ Sl'OU I S 

I llioit \mc» J.u k 



\1 • k S ,1 rv K Mr h. v lb, rr » W M I J V t 

M i s in V lr in Mfred K Vhnr d • I i k V I*- 

S M i» S il II S,c rl I il Si -rr V V r . S r S 
)rr, me / t.kci 

I'ltlM VMS IN( . 

I H/^erald In M K < r S 

MM -IN SI \ I IONS 

R it hard llesscmvrr John t .•inpbrll Hit il S. H 
« owte* ( h.rles \ IWIIjrc J.hnO Colbert R. Nrr! I < , d l> 
Keck I hom.n D Miller. John I Piv.il Do id M N k» I *l <c I 
Sh.iker. I dw .ird A \\ jrrrn 

\BC U I SI I UN DIVISION' 

ll.irvev Henneti Jerome llredouw Will am W I d» J» N c i 
\ Irani v I lieiniore ( >renier Rn»c C>ie«n I Hi n W II nr * J ll<- 
Iloberni.m. Huh. rd I oeb ( oiirtnev M. I cihJ. Kn.Si.nrd '» I c rv J 
t. Riddell. I lion II Rule Adrian Samish 

CBS RADIO 

George Arkediv Ah in llalk in. Hiom«* W lb»v n \\ II in < «rrene 
Mfred X (.reenberg Arthur Hull Haves. Richard Hew Gerald I 
Maulshy. Arthur (• Pcvk George Perk int. O^dcn I'rcsib >ld> N rman 
Ober. f red Ruegg. Frit II Nail ne VV ■||i*m \ Sxhu.lt Jr Jjms. M 
Seward. Davidson M Vorhes 
CBS R VDIO S I A I IONS 

Ilenrv Basavne. Joseph C in k John O Dow ncv Jule«. D fide* Mvhael 
(•rant, Ralph ( loshrn. Robert 1 llvland IK-min t <>umn le n Vhl wrr 
I 11 Shonio. Robcri I* Sutton Donald t If ►twi 1 larf ield Wecdm 
CBS- 1 V 

James I \ ubrey Jr D'ew Hrinkerhoff IKinald ( 1a ik v J hn P 
Cow den Mu h.iel 11 D.inn. I eonard DeN uner llarrv J 1 eene> J >vph 

\ I l.iliertv . Rk hard I orslmg < tordon ll.svcs. K >bcri I Jartnev n 
James J K.me U il am H I odt:e. Ruh.od O'llrien. J ^cph II He 
1 dward I S.ixe. I dw ard I Vovill. ( harlec S Veinber • ( jrl \ 
Ward. David R Uilliaras. Robert \\ o. d 

KI ^ S IONi; BROADC NS I IN(; CO. 

( hriss I ahv John ll.irtin.in. I dward R Peterson S dnes J \\ < If 

NinvAi, 

Richard M Hrevia. Herbert J ( uttsnj? ( harlc< W ( ( ,hJw n K bcfi 
I llurlc t:h. 1 eslic learned. Jovpli I Keating i harlcs V Kin 
StepHen J NK( ormivk. 1 rank Miller. Ravmond M Sm.ih llan Id M 
\\ .inner. 1 ran,, is \" /n/ulo 

NBC RADIO. NBC- 1 V 

David ( \dams. Peter \ffe. Ilarrv Hannnter J<>scph Bcrhalie 
lluph Bevillc. \nthonv ( ersini. Charles Corcoran. Don Durwin. < harlrs 
Dultera. Svd lines. Steve 1 Ivnn. ( >eoruc I uchv < .eorse t .»>d(e 1 » 
Julian GiHMJman. George ( iraham. loins 1 lausman. Sheld <n liKk< x 
Robert ll lvhcns. Sherman It Idreth. George Hooper, lee Jahm. ke \r h 
Johnson. Muhael Joseph. Bob K.ism re. William Kellev Joh Kcnnedv 
Peter Kennev John Kcns. Robert 1 Kintncr. J.>s<-ph Kle n. J« h 
Knight. Makolm I ami;. Robert lemon, tieofte 1 anfevi. Car! 1 indcmin 
Bill Mc Andrew lorn NKCr.iv. Bill Nl. Daniel. Don Meuer. Ravm. J 
O'Conncll. W ilfred Prat her. Theodore Remhard. Paul Rit enh «r 
Stephen Roonev. W ham Rubens. \ .iron Rubin. Hud R ke> scr \1 
Rvlander. Robert W Sarnoff. Tom Sarnoff , \\ aller Vott. Issdwijt S me I 
George Skinner Marion Stephenson. Robert Stone, i 'tnr % S i 13 
Dave Tehet. lirant linker, W ilham Tt acirthen. t.enr W . Ish. I he Hfcire 
Walworth. Arthur Watson. Duk Wclvh. Nl >rt Werner B >h V\ an 
I loyd N oder 
STATION RI'.I'S* 
ABC IKI.FMSION SPOI SAI LS 

Charles Barriv.km.in. James I ( onlev . Srth J tV< < cr 
N'ettere. James O-bom. Robert Sul van 

advfrhsing tiniks sai f.s inc. 

Man J Bell Robert Bnskmjn. Ihoma* II i mpbc 

Davids«in. W II Taylor 1 Idon. t.c >rire Hard n • R be t lies 

Marshall Keeling. Nl >nr<>e II I on . Jr James % \\ M in 
Murphy John A Thompson 

VN| R VDIO S M.K.S 

John Harrv . Jerrv Glvnn. W mot I ,«.vf 

W FRY-KNODKI. 

Gale Bloskt. Nl W ilham 
J Ki/er. J W Knnlel. Donald I 
Shawn N|,(,reevy \ rth r t ) t onnot 

NIOR I BASSK IT 1 CO. 

Mort Bassctt. 1 sabeih Nl IW, k 
CTI VRI I.S BF.UN \R|) ( (). 

C harles Iternard 
JOHN R|. MR & ( (). 

John Bta r. Siuirt W 
John I undv, Ilarrv Smart 

I III BOI I.ING ( O. 

I rank Hv II ng. ( .e< ce W B 

BROVDCAST I I N 1 1 S M K.S 

Hill B vheen. C art Vhucte 
( BS RADIO SI'OI S VI I.S 

C harks B rge. R n Gilbe t Nl 
CBS- I N N M ION M S M I.S 

It ikc llrsanl Merie S J > 
H.H Miller. Ted O ( ne l 
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HENRY I. CHRISTAL CO. 

Richard Charlton, Henry I. Christal, Mark bay, Philbin Flanagan, 
John Finley, John Fouts, Irwin Gross, Vance Harrison, Harry Simmons. 

ROBERT E. EASTMAN & CO. 

Frank Boyle, Bill Burton, Joseph Cuff, Anthony Cuttone, Don 
Dalton, Mike Disney, Robert E. Eastman, Bruce Houston, Richard 
Leader, Dale Stevens, Richard Walker,. 

FM GROUP SALES 

Charles Kline, James H. Morrow, Arthur Sakelson. 

GILL-PERNA INC. 

Walter Beadell, Marshall Black, Dan Bowen, Helen Gill, John J. 
Perna, Jr. 

HARRINGTON, RICHTER & PARSONS 

Peter T. Childs, Byington S. Colbig, John Dickinson, Frank Dough- 
erty, Arthur Elliot, Richard M. Gardner, Robert L. Gilbertson, John E. 
Harrington, Jr., Carter S. Knight, Lon E. Nelles, James O. Parson, Jr., 
Chris Rashbaum, Frank B. Rice, Volney Richter, Don K. Stewart, 
Edward R. Theobald. 

GEORGE P. HOLLINGBERY CO. 

Phil Corper, Roy Edwards, Fred Hague, George Hemmerle, George 
P. Hollingbery, Richard Hunter, Warren Nelson, Robert Pierce, Edward 
Spencer, Harry Wise. 

HAL HOLMAN CO. 

Hal Holman. 

BERNARD HOWARD & CO. 

Robert Bell, Norman Berk, Jack Davis, Bernard Howard, Bernard 
Ochs. 

H-R REPRESENTATIVES 

James M. Alspaugh, John Buzby, Charles W. Ferguson, James Fox, 
Miss Avery Gibson, Frank M. Headley, Vernon Heeren, Rex l.athen. 
Bill McRae, Frank F. Pellegrin, Dwight S. Reed, Jack Shaver, Edward 
P. Shurick, Bernard Slavin, Grant Smith, Jack White. 

THE KATZ AGENCY 

Charles Abbott, Alan Axtell, Martin Beck, Ollie Blackwell, C. C. 
"Bud" Bowlin, Edward Codel, Daniel Denenholz, Scott Donahue, James 
Greenwald, Joseph Hogan, Robert Huth, William Joyce, Eugene Katz, 
M. S. Kellner, Roland King, Thomas Kniest, William Lee, Frank 
McCann, Michael. Membrado, Ted Moore, James Muse, Walter Nilson. 
Robert Rohde, Winslow Uebel, Thomas Winters. 

JACK MASLA & CO. 

Clarke Brown, Gene Gray, Allan Klamer, Jack Masla, Bud l'earse, 
Bob Wencel. 

McGAVREN-GUILD 

Ed Argow, Theodore Chambon, Ralph Guild, Paul Lagasse, Pete 
Labruzzo, Robert Mahlman, Daren McGavren, Ray Watson. 

THE MEEKER CO. 

Robert Dudley, Jack Hardingham, Herb Hahn, Carl Jewett, Robert 
Meeker, Martin Mills, James Monroe, Don Palmer Harold Soderlund, 
Charles Standard. 

METRO RADIO SALES 

William Lauer, H. D. Neuwirth, Robert Williamson. 

METRO TV SALES 

Alfred T. Parenty, John Syas. 

NBC SPOT SALES 

Richard Close, Raymond Wilpott. 



PETERS, GRIFFIN, WOODWARD, INC, 

Arthur W, Bagge, John M. Brigharri, Kenneth L. Bro\vn, William 
W. Bryan, John C. Butler, John T. Cameron, Sidney Carter, John A„ 
Cory, James D. Devlin, Lloyd Griffin, Louis J. Hummel, Jr., AJIeh V„ 
Hundley, John D. King, Lon A. King, Arnold K. Knippenburg, John 
K. Markey, John E. McGowan, Arthur E. Muth, James R. Parker, 11. Pres- 
ton Peters, W, Donald Roberts, Jr., Bill J. Shartpn^ Jones Scovprn, 
James R. Sefert, Ray M. Stanfield, Robert E. Swanspn. William J. 
Tynan, M. C. Via, Jr., William G. Walters. 
ROGER O'CONNOR INC. 

Gary Eckhard, John Griffin,, Jack Liddy. 

EDWARD PETRY & CO. 

Bill Cartwright, Sam Bell, Ben Holmes, Dick Hughes, Bruce Mayer, 
Lloyd McGovern, Martin Nierman, Ted Page, Edward Petry, Bob Schues- 
sler, Edward Voynow, Junius Zolp. 

PAUL H. RAYMER CO. 

Frank Browne, Jeff Parker, Paul H. Raymer, Robert Richmond. 

RKO GENERAL NATIONAL SALES 

George Jeneson, Edwin Metcalfe, Donald Quinn. 

SAVALLI GATES 

Robert Flanigan, Joseph Savalli,, Kenneth Sehefer, Bill Wilson. 

SELECT STATION REPRESENT ATD7ES 

Jack Hetherington, Tom Petree, Al Shepard, Irv Unger. 

SPOT TIME SALES 

John Cook, John Erickson, Carl Loucks, John Papas. 

STONE REPRESENTATIVES 

Saul Frischling, Peggy Stone, Sy Thomas. 

STORER TELEVISION SALES 

Frank Barron, Julian Kanter, Jack Kelly, Bud Mertens, Stan Schloeder, 
Peter Storer. 

TELEVISION ADVERTISING REPRESENTATIVES 

Benjamin Margolis, Robert M. McGredy, Marvin L. Shapiro, Lamonl, 
L. Thompson. 

VENARD, TORBET & McCONNELL INC. 

Robert R. Allen, James V. McConnell, Howard Meyers, Steven Rin- 
toul, Dan Ruffo, Tray Tomberlin, Alan Torbet,, Lloyd Venard. 

WEED RADIO & TELEVISION CORPORATION 

E. J. Fitzsimmons, William Moyer. 

ADAM YOUNG INC. 

Thomas M. Dolan, Richard L. Freeman, Clyde B. Melville, James, 
F. O'Grady, David L. O'Shea, Earl W. Steil, R, John Stella. Robert J. 
Somerville, Adam Young. 

AMERICAN RESEARCH BUREAU 

Harvey Barad, Clay Braun, Ralph Crutchfield, Jack Gross, Herjb, 
Kaufman, C. Kellner, Dick Lane, Phil Mazur, Al Petgen, Jim Rupp, 
J. W. Seiler, Bill Shafer, John Sovocool, Bill Sudbrook. Alain Tessier, 
John Thayer. 

A. C. NIELSEN CO. 

Roy Anderson, George Blechta, John Churchill, Joe Matthews, Gene 
McClure, Bill Ryan, Nat, Rubin, Jim Shoemaker, Don Waterbury, Bar! 
Wilson, Gene Woolpert, John Workmeister, Bill Wyatt. 

THE PULSE INC. 

Sterling Beeson, Allan Klein, Dr. Sydney Roslow, George Sternberg. 



CHICAGO . . . 

Continued from page53 

its troubles. It is a burgeoning, 
crowded city of 4,000,000 of which 
one-fourth arc non-whites deter- 
mined to pull themselves up by 
their socio - economic bootstraps. 
Average income in Metropolitan 
Chicago is more than 20% higher 
than the national average — but 
the slum areas of Chicago (those 
not bulldo/cd into rubble to be re- 
placed with new projects) are far 
from an attractive sight. 

Chicago frequently exhibits a 
sort of cultural inferiority complex 
before visitors from New York, San 
Francisco, Boston, Paris, London 
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and Rome. But visitors to Chicago 
who take time out from convention 
rounds will find that its music, 
from the Chicago Symphony con- 
certs to the jazz units at the 
Playboy Club, often ranks with the 
best, and that its worlds of art and 
education, science and civic plan- 
ning arc internationally, and right- 
ly, famous. 

Chicago's more informal tourist 
attractions and restaurants arc many 
and varied. There arc, of course, 
places such as the Stock Yard Inn 
where the specialty of the house is 
the kind of sirloins broadcast ad- 
men order in other U.S. cities and 
seldom receive, and elegant, expen- 
sive places like the Pump Room, 
There are many other notable eat- 
eries serving Chinese, German, Hun- 



garian, Polynesian, Italian and 
French food, or even lox and bag^ 
els. Nightlife ranges from legit com- 
panies playing extended road cn^ 
gagements to homegrown satirical 
revues, with clubs offering every- 
thing from folksinging to old-time 
jazz to powdcr-puff-taikd Bunnies 
Chicago docs many things with 
a style of its own, a mixture of 
brashncss, enterprise, aggressiveness 
and corn. One example: the city't 
S2-miHion fire department training 
school is located on West De Kovcit 
Street — on the exact site when? 
once stood the Q'Lcary barn in 
which the Great Fire started. Aft- 
other: "'Marina City" (sec photo!, 
a $35 million skyscraper luxury 
housing project built by, of all 
things, a janitor's union. 
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this symbol is heard around the world 

The corporate mark of Morton J. Wagner Companies, Inc. 
is the new symbol of experienced service to successful broad- 
casters. It represents the industry's largest combination of 
established and diversified organizations specializing in the 
creation, production and marketing of broadcast libraries, 
programs, programing aids, commercials and custom- 
created corporate images in sound. For over a decade. 
RICHARD H. U LLMAN ASSOCIATES, INC. the sales 
company, has been recognized as the pace-setter and stand- 
ard-maker in the field. Among the more than 1 ,.'»<>(> Broad- 
casters programing our product throughout the world are 
these recent additions W.JBK ( Detroit) : WP.Z (Boston): 
WFIL (Philadelphia): K X A < Seattle) ; YY VOX (Chicago) ; 
WDSr (New Orleans) and W1FK (Indianapolis). We arc 
proud to be in such company. 

MORTON .J. WAGXKR COM PAX I KS. IXC. 

Wimii r of tin 196 i hit < > nut < n it Hi t<<i<l>-n <t \ ii<i ( Inn <l Si< • < /»- 
stnl; i s A irn id fur tlti H'« i Id's Hi R'i<l n , \ nun mc n > i f 

SOLD WORLDWIDE BY RICHARD H. ULLMAN ASSOCIATES, INC. 

5420 Melrose Avenue. Ho ,.%ood Ca Vn a 90038 T e 213 HO 2 6027 
Npw Yo r >- - Da as • Toronto • S,. cine. 
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OFFICIAL DIRECTORY OF 



EXHIBITORS at the NAB Convention 



WEST EXHIBIT HALL-SPACE 29-W 
ALBION OPTICAL CO. 

Los Angeles 28, California 
REPRESENTATIVES ATTENDING CONVENTION 
Benjamin Berg, Vice President, Albion Optical Co. 
Gordon Cook, Chief of Lens Development, Rank Taylor 
Hobson 

C. N. Green, Optical Sales Manager, Rank Taylor Hobson 
John Barr, Development Engineer, Servo Systems, Rank 
Taylor Hobson 

H. Leeming, Joint Managing Director, Rank Taylor Hob- 
son 
PRODUCTS 

Sole importers and distributors of Rank Taylor Hobson 
lenses for motion pictures and television in U.S. and 
Canada, including Varotal Zoom Lenses, Ortal fixed focal 
length lenses, both for Television, I.O. Cameras, and 
Vidital Fixed focal length lenses for Vidicon cameras. 



WEST EXHIBIT HALL-SPACE 22-W 
ALFORD MANUFACTURING COMPANY 

Boston, Massachusetts 021 10 
REPRESENTATIVES ATTENDING CONVENTION 

Harold H. Leach 

Fred Abel 
PRODUCTS 

Television Broadcast Antennas 

FM Broadcast Antennas 

Diplexers 

Coaxial Switches 

Vestigial Sideband Filters 

RF Measuring Instruments 



WEST EXHIBIT HALL-SPACE 34-W 
ALTEC LANSING CORPORATION 

Anaheim, California 
REPRESENTATIVES ATTENDING CONVENTION 

A. C. Davis 

W. H. Hazlett 

D. B. Davis 

H. S. Morris 

W. H. Johnson 
PRODUCTS 

Speech Input Equipment, preamplifiers, line amplifiers, 
booster amplifiers, monitor amplifiers, compressors, audio 
power amplifiers, microphone, loudspeakers and loud- 
speaker systems, equalizers, audio controls, attenuators. 

WEST EXHIBIT HALL-SPACE 23-W 

ALTO FONIC TAPE SERVICE, INCORPORATED 

Hollywood 28, California 
RHPRESENTATIVES ATTENDING CONVENTION 

D. Alan Clark, President 

Hugh Heller. Representative 

Dave Williams, Representative 
SHRVICE 

Program Service for Main Channel and SCA 

WEST EXHIBIT HALL-SPACE 28-W 

AMPEX CORPORATION 

Redwood City, California 
REPRESENTATIVES ATTENDING CONVENTION 
C. Gus Grant, Vice President — Operations 
Charles Ginsburg, Vice President — Advanced Development 



Thomas E. Davis, Manager — Marketing Division 

Paul Byrne, Manager — Distribution Planning 

Thomas Merson, Video Products Area Manager 

Donald Kleffman, Manager — Video Products 

Charles F. Swisher, Product Manager — Television Systems 

Gregg Perry, Director — Public Relations 

Jackson V. Miller, Promotion Manager — Advertising Sales 

Promotion 

Robert Day, Broadcast Specialist 

Thomas W. Washburn, Shows & Exhibit Manager — Ad- 
vertising/Sales Promotion 

Thomas Harleman, Midwest Regional Manager 
Len Hase, District Manager, Elmhurst, Illinois 
PRODUCTS 

Ampex Videotape Television Recorders for both Mono- 
chrome and color broadcast recording. 
Ampex portable Videotape Television Recorders for broad- 
cast and closed circuit applications. 

Ampex/Marconi Television Equipment: AVi" Image 
Orthicon Cameras, monochrome and color vidicon cam- 
eras, video switching equipment, terminal equipment. 
Ampex Professional Audio Recorders in both studio and 
portable models. 
* TM Ampex Corporation 



WEST EXHIBIT HALL-SPACE 61 -W 

ANDREW CORPORATION 

Chicago, Illinois 

REPRESENTATIVES ATTENDING CONVENTION 
John Gyurko Henry F. Miller 

Douglas Proctor Robert P. Lamons 

C. Robert Lane Edward J. Dwyer 

Robert C. Bickel Dr. Victor J. Andrew 

PRODUCTS 

HELIAX, Flexible Air Dielectric Cables 
Rigid transmission lines 
Coaxial switches 
Telescoping masts 
Microwave Antennas 



EAST EXHIBIT HALL-BOOTH H 
ARRIFLEX CORPORATION OF AMERICA 

New York, New York 
REPRESENTATIVES ATTENDING CONVENTION 

Victor James, Vice President 

Lou Polonec, Regional Manager 
PRODUCTS 

Arriflc.\-16 and Arriflex-16M cameras and accessories 

Arriflex-35 camera and accessories 

Siemens 2000 16/16 Double System Sound Projector 



WEST EXHIBIT HALL-SPACE 24-W 

AUTOMATIC TAPE CONTROL, INC. 

Bloomington, Illinois 
REPRESENTATIVES ATTENDING CONVENTION 
Vernon A. Noltc Jack Jenkins 

Robert S. Johnson Vincent Meyer 

E. N. Franklin, Jr. Roy Isnogle 

Ted Bailey T. R. Ives 

PRODUCTS 

New Criterion Series ATC cartridge playback and records 
ing units, New improved ATC-55 Multiple Cartridge 
Handler and complete automatic programming featuring 
Automatic Tape Control's unique "Systems Programmer*" 
and associated ultra-flexible automation components, in- 
cluding FCC approved Automatic Program Logging. ATC 
Sound Salesman line of portable cartridge players for audi* 
tion use. 
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Can you think of a better way 

to become a big chief Pontiac dealer? 

In 1958. Phil folkun was tl e smallest Pontwc dea er in f.'i MjU'ce In 
1959, he started using V/TMJ TV has devoted 96% of his new cjr 
budget to V/TMJ TV ever since Today. Phi! Tolkan is the largest Pontiac 
dealer is Wisconsin . . one of the top 30 of 3300 in the nation 



.or to sell lawn products? 

[Just a few spots during a WTMJ-TV telecast of a Milwaukee Braves 
(baseball game. That's all it took to seed the Milwaukee market for 
JFE grass fertilizer and GUARD crabgrass killer. Sales soon soared 
for dealers of these two LAVVNHOUSE products. 







. . .or to turn 75,000 goblins loose? 

With two spots — just two — on a WTMJ-TV news show. Standard 
Oil offered free Halloween masks. The goblins descended on the 
Standard stations in droves Seventy five thousand masks were handed 
out . . . and Standard estimates that twice as many could have 
been given away if the supply had lasted 



. . . or to sell Christmas tree lights at $100 each? 

Each year, WTMJ-TV promotes a fund-raising campaign in Milwaukee on behalf 
of the Salvation Army's Christmas Cheer program. For each $100 contributed, 
a bulb is lighted on a giant Christmas tree in downtown Milwaukee. Last holiday 
season, Milwaukeeans set the tree aglow with more than $47,000. 



. . . or to get so many 
people excited about afghans? 

An afghan-makmg demonstration was presented on WTMJ TV s 
"Today for Women" show Just a one time feature . but 1 1 63 
people sent in for directions on how to make an afghan 



The audience response high lighted in these success stories is typical of 
the influence WTMJ-TV has on Milwaukee. Write in for complete details See 
for yourself! Put your sales message on WTMJ TV . . still the number 
one station in Milwaukee for both viewers and advertisers 

MILWAUKEE RESPONDS TO WTTVIJ-TV 



THE M LWAUKEE JOURNAL STATION 
WTMJ AM FV. 
NBC n V * jw«CC 

Represented by HARRINGTON. RIGHTER & PARSONS — New YorK 
Chcago • San Franc sco • Atlanta ■ Boston . St Lou s • Los Angeles 
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WEST EXHIBIT HALL-SPACE 30-W 
BALL BROTHERS RESEARCH CORPORATION 

Boulder, Colorado 
REPRESENTATIVES ATTENDING CONVENTION 

Jack R. Rickel 

Ron Jansen 

George Baker 

Bill Entires 
PRODUCTS 

Advanced video systems, including inexpensive special 
effects equipment. 



WEST EXHIBIT HALL-SPACE 52-W 

BAUER ELECTRONICS CORPORATION 

San Carlos, California 
REPRESENTATIVES ATTENDING CONVENTION 
Eritz Bauer Charlie Sprague 

Paul Gregg Bob Zellmer 

Chet Carr Robert Marks 

John Brooks Chester Faison 

Jess Swicegood Gordon Keyworth 

Glenn Webster 
PRODUCTS 

50 watt, 1,000/250 watt, 5,000/1,000 watt and 10,000 
watt AM transmitters. 1,000 watt, 5,000 watt, 3,000 watt 
FM transmitters. "Surrounding Sound" special effects 
equipment. Remote control equipment. 



WEST EXHIBIT HALL-SPACE 65-W 

BOSTON INSULATED WIRE AND 

CABLE COMPANY 

Boston 25, Massachusetts 
REPRESENTATIVES ATTENDING CONVENTION 
Aldcn C. Davis, Vice President (International) 
Hubert Goodwin, Product Manager (Broadcast Cable 
Sales) 

Jack E. Ferrer, Manager, Western Sales 
Edward G. McCuskcr, Sales Engineer 
PRODUCTS 

Television Camera and Microwave Control Cables featur- 
ing a choice of Teflon or Polyethylene Coaxials and Neo- 
prene or Plastic Jackets, Demountable Connectors, and 
other Broadcast Cables supplied either in bulk or in 
specific terminated lengths, Monochrome or Color, for 
Marconi, E.M.I., R.C.A., General Electric, Philips, Pye, 
and Dage Equipment, 



WEST EXHIBIT HALL-SPACE 39-W 
CHARLES BRUNING COMPANY 

(Division of Addressograph 
Multigraph Corporation) 
Mount Prospect, Illinois 
REPRESENTATIVES ATTENDING CONVENTION 
Garwin R. Dawlcy 
Gene Bonk 
Don Sanders 
Bill Rassmussen 
PRODUCTS 

Copytran Model 2000 electrostatic copier 

Copyflcx Diazo copiers for office and engineering copying 



WEST EXHIBIT HALL-SPACE 62-W 
CBS LABORATORIES 

Stamford, Connecticut 

REPRESENTA'I IVES ATTENDING CONVENTION 
Alec Autote Carolyn McCormick 

Frederick J. Cudlipp Emil L. Torick 

Arthur Kaiser Paul Welcome 

Marvin Kronenberg 

PRODUCTS 

Transistorized Peak Controller for audio limiting; Audi- 
max automatic level controls; Transistorized Video Dis- 
tribution Amplifiers; Transistorized Video Pulse Ampli- 
fiers; Transistorized Video Clamp Amplifiers; Transistor- 
ized Video Sync Separating Amplifiers: Transistorized 



Video Sync Adding Amplifiers; SMPTE l est Generators; 
Digital Display Devices for election return reporting and 
other statistical reporting (stock market, weather, etc.); 
Broadcast, Industrial and Hi Fi T^st Records for testing 
all audio equipment — AM, FM & MX — including ballistic 
calibration of VU meters. 



WEST EXHIBIT HALL-SPACE 66-W 
CCA ELECTRONICS CORPORATION 

Yeadon, Penna. 
REPRESENTATIVES ATTENDING CONVENTION 

Mr. Bernard Wise, President 

Mr. Juan C. Chiabrando, Director of Engineering 

Mr. Leonard G. West, Chief Engineer 
PRODUCTS 

AM and FM Broadcast Transmitters, Remote Control, 
AM Mnoitors, AGC Amplifiers, Limiters, Multiplex and 
Stereo Equipment. 



EAST EXHIBIT HALL-BOOTH S 
CENTURY LIGHTING, INC. 

New York, New York 
REPRESENTATIVES ATTENDING CONVENTION 
Edward F. Kook. President 

R. G. Williams, Vice President & General Sales Manager 
George Gill, Vice President, TV Lighting 
Lou Erhardt, Vice President, West Coast Branch Manager 
Fred Wolff, Vice President. Chief Engineer 
George Smedberg, Representative, California North 
Fred Vorlander, Representative, New England 
Paul Kyack, Representative, Pennsylvania East, N.J. South 
Richard Murdoch, Representative, D. C. Maryland 
Earl Koehlcr, Representative, Illinois, Indiana. Wisconsin 
Dinty Donelson, Representative, Iowa. Nebraska 
PRODUCTS 

The most comprehensive selection of TV studio lighting 

instruments, accessories, mounting equipment, wiring d<M 

vices and lighting control centers. 

Microphone boom 

Port-O-Vox wireless microphone 

CCR Controlled Rectifier Dimmer Centers 

I.ckolites 

Mobilrail and Flcxistrut 



WEST EXHIBIT HALL-SPACE 50-W 

CHRONO-LOG CORPORATION 

Broomall, Pa. 
REPRESENTATIVES ATTENDING CONVENTION 

Arthur Frcilieh, V.P. 

Saul Meyer, V.P. 

Bill Nobles 

Ken Gregerson 

Butler Sanchez 
PRODUCTS 

Step System for TV automation at low cost. Performs 4 
tion break panic-period switching automatically. Chro: 
log Digital clocks. 



EAST EXHIBIT HALL-BOOTH F 

CLEVELAND ELECTRONICS, INC. 

Cleveland 3, Ohio 
REPRESENTATIVES ATTENDING CONVENTION 
Mr. P. J. George, President 
Mr. R. C. Salisbury. Treasurer 
Mr. D. G. Harris. V.P. Sales 
Mr. S. Z. Steven, Director. Deflection Components 
Mr. Wm. Knife, Chief Engineer 
Mr. D. L. Martin, Sales Mgr. 
Mr. R. J. Tanczos, Sales Mgr. 

Mr. W. C. Brouilette (Brouillcttc), Sales Representative 
Mr. R. Simon, Sales Representative 
Mr. R. C. Lind, Engineer 
Mr, J. C. Riffc, Engineer 
Mr. J. H. Ilclsel, Engineer 
Mr. M. L. Robbov, Supervisor Production 
PRODUCTS 

Deflection Components for TV Cameras 
Vidicon and Image Orthicon 
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WEST EXHIBIT HALL-SPACES 20-W 27 W 
COLLINS RADIO COMPANY 

Dallas, Texas 

Kl PR I M N I A I I VI S A II I N l)|N( i ( OW I M ION 

Gene Randolph, Jvi rvll I lenrv, Jim 1 ittleiohn. I in I egpctl, 
t harles Wallers. Jim Speck. John St.inhcrv. Rav I vans. 
Blair Dobbins. A Prose Walker, ( K Rolleit. H \ 
Kite. Ken Hlake. Ja\ ("ruin, John I l.ierle. Shan Muichison. 
t he i I Sharpe, I'hil Wharton, 11. () Olson. Paul I lei tel 

PRODUCIS 

X^OS-I A 21) kw IM I ransmitter. AXM1-2 I M I voter. 
7Nd\l • I I \l Stereo Generator, VliOC Stereo Monitor. 
20V-3 AM I ransmitter. 2 1 2 Cl - 1 Console, SOS A I Remote 
Console. 2 121 I I Remote Amplifier, «. !2A 2IM I ape 
Cartridge System, Microwave SI I 



EAST EXHIBIT HALL BOOTH E 
DRESSER-IDECO COMPANY 

Columbus 15, Ohio 
HR \ St II ( II 1 If I S 

2M4 Rctlomlo Bc.uli Mlv.l 

( i.mlcna. ( alitorma 
Rl PRI Si S I A I I \ I S Mil SDIS( , ( ONM MIOS 

Dan H\ rd Robert Slo.nl 

J Roger Hav Jen Or*, illc Pcll.ov 

I oni Singell RoK-rt \ N anghan 

S I \V iKon 
PRODI ( I S 

lowers I \ I \| ro \\ .oe 

Design ( onsii iiilion Inspection 



EAST EXHIBIT HALL BOOTH J 
COLORTRAN INDUSTRIES 

Burbank, California 
Rl- PRI SI N I A 1 I VPS ATI FN 1)1 NCi ( ONVIMION 

Herbert A. Hollander. Director of Sales 

Mill C» leaves. I actorv Representative 
PRODUCTS 

S'ew Color I ran Quart? Kings Lighting S> stems and I'lec- 
tronic Contri>ls for Studio, School. in- Plant, Space I ab- 
oratory. Medical Application, location area use and cus 
torn engineering services available for specific needs 



EAST EXHIBIT HALL-SPACE 7-E 
CONRAC DIVISION 

(Giannini Controls Corporation) 
Glendora, California 
RI PRPSI NTA'I [VPS ATTFSDtSG C OSA PS I I OS' 
W J. Moreland. General Manager 
R. M . Alston. Operations Manager 
J. G Jones. Chief I'nginccr 
R. N. Vendeland. Sales Manager 
A. Slater, District Manager 
R Tict/e. Fnginecr 
K. Parks. Fngineer 
C. Odoin. Fngineer 
P. Wickhain. P'ngineecr 
William I'ms. Pncinecr 
RODL'CTS 

NFW entire line of performance stabilized professional 
monitors. These combination solid state and tube moni- 
tors are 8", 14". anil 17" sizes (cabinet and rack). 
S'ew color monitors. Standard monochrome utility moni- 
tors, professional monitors, pulse-cross monitors, audio- 
video receivers, large screen audience monitors. 



WEST EXHIBIT HALL-SPACE 26-W 

LTV CONTINENTAL ELECTRONICS DIVISION 

Dallas, Texas 
iPPRI SI NTATIVI S ATTENDING COS\ | SUOS 
J O. Weldon Prnest Ankcle 

Mark W. Bullock John Fletcher 

I honias H. Moselcv Joe Sainton 

N'ernon Collins Hill Siney 

James H. Hamilton George Krutilek 

William E. Waldrnp Don W. ( lark 

J. C Sickens W. D. Mitchell 

RODL'CTS 

AM Hroadeast Transmitters and PRO I OG Automatic 
Programming and I ogcinc System 



WEST EXHIBIT HALL-SPACE 36-W 
THE CUMMINS ENGINE CO., INC. 

Columbus, Indiana 
FPRI-SFS TATI VPS A PI I S DISC, COS VI S I K)S 
W. S. Gripman G W Paine 

R. R. Sonntac V R. Hill 

I, W. Fritz. 
RO DUCTS 

Standbv Generator Sets 



WEST EXHIBIT HALL SPACE 47-W 
DYNAIR ELECTRONICS, INC. 

San Diego, California 
Rl PRI SI S I A I I \ I S A I I I SDISG ( OSS \ S I l(>\ 

I G. ( ir.imman. President 

Omar I. I allue. \ ice President 

George \\ Bates. Manufacturing Manager 

Joseph G Petit. ( hief I ngineer 

Dwain A Keller, Applications I ngineer 

John Sarrace. Asst ( hie! I ngineer 

M . D Bingham, I ransmitter I ngineer 
PRODI C I S 

Broadcast television transmitters. \ H I . specif ic.dlv de- 
signed for smaller stations. C losed-circuit television trans 
nutters lor cable networks, transistorized stabilizing amp 
hfiers, clampers, and pulse and video distribution ampli 
tiers. \'edio switching systems. 



WEST EXHIBIT HALL SPACE 63-W 
DYNATRONICS, INC., 

Commercial Products Division 

P. O. Box 3789 
Orlando, Florida 
Rl PRIM SI AT l\ I S Mil SDISG ( OS VI S | H )S 
I. M Allison 
( linton I'. Gorce 
PRODI C IS 

Multiplex receivers. Audio amplifiers 



EAST EXHIBIT HALL SPACE 4-E 

ELECTRA MEGADYNE INC. 

(Successor to EMI/US) 

Los Angeles 28, California 
R. H Booth H. McKeon 

M. I llison P Weiscl 

P Audet I . Baker 

R. Striker 
PRODL ( I S 

4' 2" tO A. \ idicon television camera chains I remote 
control, etc ) 

Broadcast ( ontrol Room I qnipnicnt ( Solid-state vcrti 
cal interval switching, mixing and d stribiilion sv stems, 
transistorized audio mixing, tape deck and intercom 
n> iinication equipment, and video recording tape) 



WEST EXHIBIT HALL SPACE 54-W 
ELECTRONICS, MISSILES & 
COMMUNICATIONS, INC. 

Mount Vernon, New York 
R I PR I SI S I \ I t\ I S \ II I SD»S< ■ ( OS S I N I l( )S 

Dr B \\ S ( lair 

Mr Robert I Romero 

Mr t lenrv Shapiro 

M r ( >.irr Johnson 

Mr II ( SkKcnzie 
PKODl ( I s 

\ III and I HI I r.inslators 

I 1 1 1 I ransitiittcrs 
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2500 Mc ETV Equipment 
CATV Equipment & Service 
Cable Distribution Equipment 



EAST EXHIBIT HALL-BOOTH M 
FAIRCHILD RECORDING EQUIP. CORP. 

Long Island City 1 , New York 
REPRESENTATIVES ATTENDING CONVENTION 
D. Plunkett 

G. Alexandrovich 
K. Mercer 

PRODUCTS 

Audio Control Equipment — Limiters, Compressors, Conax, 
Dynalizer 

Consoles for Broadcast and Recording 

EAST EXHIBIT HALL-BOOTH T 
FILMLINE CORPORATION 

Milford, Connecticut 
REPRESENTATIVES ATTENDING CONVENTION 

Edward B. Krause, President 

John Koteas, Sales Manager 

John Grady, Sales Rep. 
PRODUCT 

Filmline Model ND-100 16 mm. negative/positive portable 
automatic continuous film processor. 

EAST EXHIBIT HALL-BOOTH P 
FORT WORTH TOWER CO., INC. 

Ft. Worth, Texas 
REPRESENTATIVES ATTENDING CONVENTION 

T. W. Moore McGee Moore 

B. Moore 
PRODUCTS 

AM — FM — Television Towers 

Reflectors 

EAST EXHIBIT HALL-BOOTH O 
GAMMA SCIENTIFIC, INCORPORATED 

San Diego, California 
REPRESENTATIVES ATTENDING CONVENTION 

H. P. Field, President 

R. H. Akin. Vice President of Engineering 
PRODUCTS 

Spot Brightness Meters 

Luminance Standards 

Kinescope Recording Light Meter 

WEST EXHIBIT HALL-SPACE 40-W 
GATES RADIO COMPANY 

Quincy, Illinois 
REPRESENTATIVES ATTENDING CONVENTION 

P. S. Gates, President 

L. J. Cervone. V.P. Sales 

N. L. Jochem, V.P. Engineering 

Frank Parrish, Advertising Mgr. 

Eugene Edwards, Broadcast Sales 

Ed Gagnon, Manager, Product Marketing 

George Yazell. Manager, Customer Services 

Larry Pfistcr, Product Manager 

Franz Cherny. Boadeast Sales Specialist 

James Barry. Director of Credit 
PRODUC'IS 

Complete line of AM-FM broadcast transmitters includ- 
ing: FM-10G, new 10KW FM, FM-5G. new K\V FM, 
FM I-B new I KW FM, SS-I000 new KW AM trans- 
mitter. Executive Stereo Console. President Dual 
Channel Console. Ambassador Single Channel Console, 
Cartritape II cartridge tape system (operating). Turn- 
tables, Transistor Amplifiers. Remote Amplifiers. Remote 
Control Systems, Frequency anil Modulation Monitors, 
l imiting and Level Amplifiers, Complete Stereo Equip- 
ment, Antennas and other broadcast equipment. Com- 
plete display of transistorized audio equipment including 
Executive Stereo Console. Diplomat Dual Channel, Presi- 
dent Dual Channel Console. Ambassador Console. Pro- 
ducer, new Production Console. Cartritape II Cartridge 
Tape Recording Equipment, Stereo Monitor Adaptor. 



EAST EXHIBIT HALL— SPACE 19-E 
GENERAL ELECTRIC COMPANY 

(Command Systems Qi I vision, 
Visual Communications Products) 

Syracuse, N.Y. 
REPRESENTATIVES ATTENDING CONVENTION 

Francis K. McCune, Vice President, Engineering, General 

Electric Company 
George L. Irvine, Regional Vice President, Central Region, 
General Electric Co. 
VISUAL COMMUNICATION PRODUCTS MANAGEMENT 
A. F. Maynard, Manager 
H. E. Smith, Manager — Marketing: 

F. J. Bias, Manager — Engineering 

G. H. Metcalf, Manager — Manufacturing 
John Wall, Manager — Broadcast sales 

L. M. Storey, Jr., Manager — Educational and Industrial 
Sales 

J. W. Stonig, Manager — Export Sales 
M. R. Duncan, Manager — Service Engineering 
J, L. MacNair, Manager — Advertising & Sales Promotion 
C. J. Simon, Manager — Product Planning and Market 
Research 

J. T. Tillman, Jr., Manager — Transmitter, Engineering 
R. E. Putnam, Manager — Audio-Video Engineering 

F. J. Robinsons, Legal Counsel 

V. R. Wiebusch, Manaaer— Credits & Collections 

VISUAL COMMUNICATION PRODUCTS MARKETING 
& ENGINEERING PERSONNEL 

A. C. Angus, R. N. Blair, P. A. Bock, J. S. Collins, H. M. 
Crosby, F. M. Eames, R. E. Fisk, G W. Freeborn, C. F. 
Ganter, W. F. Goetter, S. R. Gordon, A. Gula, N. Ji 
Hudak, J. D. Kearney, C. I. Kring, W. R. MacNeilJy, 
V. P. Marlin, H. H. Martin, J. H. Painter, R, D. Peter- 
son, H. L. Rabinowitz, B. P. Ransom, P. E. Reilly, H. w| 
Morse, K. J. Richane, G. R. Rode, F. A. Sachs, W. ,L,« 
Shepard, C. G. Stiefvater, R. \V. Taylor, R. A. Thomp" 
son, G. S. Tillman, H. S. Walker, L. R. Zellmer 

CANADIAN GENERAL ELECTRIC COMPANY 
E. J. Gareau, J. Watson, J. D. Pugsley 

INTERNATIONAL GENERAL ELECTRIC COMPANY 
S. M. Ross, G. H. Stratton, M. M. Haertig 

GENERAL ELECTRIC S.A. dc C.V. 
Flavio Gonzalez 

PRODUCTS 

50 KW UHF Transmitter, 1/5 KW VHF Low Channel 
Transmitter, Helical Antenna, ZigrZag Antenna, Antenna 
Test Facilities, I.O. Color Live Camera. New 3" L0 n 
B&W Camera, New M" I.O. B&W Camera, Remote 
Controlled Transistorized Studio Vidicon Camera, Tran- 
sistorized Vidicon Live Camera, New Transistorized B&W 
Film Camera, 4-V Transistorized Color Film Camera* 
Continuous Motion Film Projector. B&W and CoIgH 
Film Center Multiplexers, Complete Line TV Utility 
Monitors, B&W Calibration Monitor, Transistorized Syne 
Generator, Transistorized Stereo/ Monaural Audio Con- 
soles, Complete Line, Transistorized Audio Equipment 
Educational TV Operating Center 

WEST EXHIBIT HALL-SPACE 59-W 
GOTHAM AUDIO CORPORATION 

New York, N.Y. 
REPRESENTATIVES ATTENDING CONVENTION 

Stephen F. Temmcr, President 

Hugh S. Allen, Jr., Director, 

Sales and Engineering Applications 
PRODUCTS 

Exclusive U.S. representatives of NEUMANN and EftT&i 
both West Germany. Products include: NEUMANN con- 
denser microphones, mono & stereo: EMT Vid-E-Dit 62, 
electronic video tape editor; 140 steel plate reverberattaff 
unit for AM and FM Stereo; EMT-Studcr C-37 master 
tape recorder. 

EAST EXHIBIT HALL-BOOTHS V-Y 
THE HARWALD COMPANY, INC. 

Evanston, III. 

REPRESENTATIVES ATTENDING CONVENTION 
R. Gunvvald, President 
R. Wallace, Vice President 

H. Bowen, Vice President 

S, Caldwell, Central Sales Manager 

G. Casanave, Eastern Sales Manager 
R. Short, Western Sales Manager 
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rr E-h-h-h, What's up, Doc?" 

One hundred of the most lavishly produced cartoons ever created by 
Warner Bros, for theatrical distribution are now available to television 
stations. These fully-animated post-'47 productions have never traveled 
the rabbit-ears of a TV set before. They star Bugs Bunny, Daffy Duck, 
Elmer Fudd, Foghorn Leghorn, Road Runner, Speedy Gonzales and 
other world-renowned Warner Bros, personalities. Running 6 to 6^> min- 
utes each, these 100 new-to-television cartoons are available in black- 
and-white or color — for Fall start. An-n-n-d ... that's u hat's up. Bugs' 

Warner Bros. Cartoons -Series '64 



WARNER BROS. TELEVISION DIVISION 666 Fiftti Avenue, New York 19, N.Y., Circle 6-1000 
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L. Bcilin, Regional Sales Manager 
R. Samojla, Controller 
V. Svaigzne, Chief Engineer 
J. Mason, Sales 
N. Bcrtoia, Sales 
K. Sambers, Sales 
PRODUCTS 

Automatic Him Inspection & Flirting Maehines, Film 
Handling, Cleaning & Storage Equipment, Automatie 
Projection Equipment, Film Scratch Detector 



FM antennas with digital tuning, designed specifically for 
FM Stereo and multiplexing. Catalogs and Published Price 
Lists. FM harmonic filters capable of high attenuation up 
to I()th Harmonic in accordance with. FCC specs. Co-Axial 
Switches, I%" and 3Vn" sizes. 
PRODUCTS FOR TV 

VHF and UHF Omnidirectional Antennas. Batwing and 
Wideband V for VHF Channels 2-1,1. Slot Antennas for 
UHF. Catalogs anil Published Price Lists. VHF Hybrid 
Diplcxcrs, VHF' Notch Diplcxcrs as well as co-axial 
switches in 1441 s 'and VA" sizes'. 



WEST EXHIBIT HALL-SPACE 35-W 

HEVI-DUTY ELECTRIC COMPANY 

Milwaukee, Wisconsin 
R F PRESENTATI VES ATTENDING CONVENTION 
J. M. Frank, Vice President, Sales 
Bill Biega, Engineering Manager 
Bill Feldkircher, Engineered Products Manager 
Dick Dance, Specialty Products Manager 
Dick Meyer, Manager, Planning & Administration 
Rick Cornelia, Power Product Manager 
Dan Bocklund, Asst. to Engineered Products Manager 
PRODUCTS 

Acuvolt Static Line Voltage Regulator, Dry & Oil Filled 
Transformers, A.C. and D.C. Power Supplies, Constant 
Current and Constant Voltage Regulators. 



EAST EXHIBIT HALL-BOOTHS N & Q 
INDIANA GENERAL CORPORATION 

Chicago 6, III. 

REPRESENTATIVES ATTENDING CONVENTION 
J. H. Bouwmccstcr M. Conti 

1. A. Dickey J. Shames 

G. Smith . J. Goldfcld 

J. Welsh 

PRODUCTS 

UN ICON, a new concept in TV program automation 
systems utilizing a high speed magnetic core memory 
which permits program changes right up to air time. The 
systems have been designed so that they arc truly uni- 
versal controllers, being adaptable to a variety of control 
room set ups 



WEST EXHIBIT HALL-SPACE 73-W 
INTERNATIONAL GOOD MUSIC, INC. 

Bellingham, Washington 
REPRESENTATIVES ATTENDING CONVENTION 

Lee Facto, Vice President — Station Relations 

Rogan Jones, Jr., Vice President — Sales 

Dan Coulthurst, Director of Engineering 

Irv. Faw, West Coast Representative 

Edwin Phelps, Mid-West Representative 
PRODUCTS 

IGM Series 300 simplimation Control Unit, 1GM Pro- 
gram Logger — Model STR-1, Music: Sovereign, Premier, 
Stereo Soundstation, Doug Pledger 

WEST EXHIBIT HALL-SPACE 45-W 

INTERNATIONAL NUCLEAR CORPORATION 

Nashville 4, Tennessee 
RFPRFSENT ATIVES ATTENDING CONVENTION 

Raymond L. Weiland 

Sondra Darlcnc Ewing 
PRODUCTS 

Model TDA2 Transistorized Video/ Pulse Distribution 
Amplifier. Model TCA3 Transistorized Camera Amplifier, 
Model TDA26 Transistorized High Gain Video Amplifier, 
Model VS22-10 Video Crossbar Switcher, Model TDA5 
Balanced/ Unbalanced Video/Pulse Amplifier, Model 
TSA1 Clamping/Equalizer Video Amplifier 

WEST EXHIBIT HALL-SPACE 48-W 
JAMPRO ANTENNA CORP. 

Sacramento, California 
REPRESENTATIVES ATTENDING CONVENTION 

Peter Onnigian, General Manager 

Larry Seese, Field Service Manager 
PRODUCES I OR FM 

Dual Polarized FM antennas: Conventionally polarized 



EAST EXHIBIT HALL-SPACE 1-E 
KLIEGL BROS. 

Long Island City, N.Y 
REPRESENTATIVES ATTENDING CONVENTION 

Herbert R. Moore, V.P. & Mgr., Television Dept. 

Robert Bullock 

James Byrne 

Alwin Lassiter 
PRODUCTS 

Kliegl Bros. Manufactures a complete line of TV lighting 
fixtures, accessories, wiring devices and lighting selection 
and control equipment for monochrome and color tele- 
casting. The new and revolutionary SCR semiconductor 
dimmer using the silicon controlled rectifier will he fea- 
tured, along with new quartz line lighting fixtures. Assis- 
tance in the planning of lighting and associated facilities 
is available. 
DISTRIBUTORS 

Ampcx, Dage Television. Gates Radio, General Electric 
Co., General Precision Labs, EMl. RCA. RCA Inter- 
national, Sarkes-Tarzian, Visual Electronics 



EAST EXHIBIT HALL-BOOTH C 
LOGOS, LTD. 

1017 New Jersey Avenus, S.E 
Washington 3, D.C. 
REPRESENTATIVES ATTENDING CQNVFNIION 
Charles F. Riley, Vice President, Engineering 
Joseph W. Durand, Director, Programs and Production 
SERVICE 

Color Tape to Film Transfer — K> or 35 mm. Color Video 
Tape Duplications, Complete Video Color Production; 
Facilities, Mobile Television Service — Color or Black and 
White. 



WEST EXHIBIT HALL-SPACE 44-W 

MA CAR TA, LTD, 

West Des Moines, Iowa 
REPRESENTATIVES ATTENDING CONVENTION 
G. D. Andrews. President Edison Moulic 

Gren Andrews W. E. Moulic 

Del Blamstroni John Burmeister 

Victor Blacketcr Carl Martin 

Carroll Rouge Jon Housour 

PRODUCTS 

Automatic Magnetic Tape Cartridge Recording and Pla>- 

back Equipment 
Automatic Tape Magazine Reconditioning and Reloading; 



WEST EXHIBIT HALL-SPACE 71 -W 

MACHTRONIGS, INC. 

185 Evelyn Avenue 
Mountain View, California 



WEST EXHIBIT HALL-SPACE 21-W 
3M COMPANY 

(Magnetic Products Division) 
St, Paul If, Minnesota 

REPRESENTATIVES ATTENDING CONVENTION 
W. H. Madden T. J. McNulty 

F. J. Watson R. J. Fcrderer 

F. T. J. Madden C. L. Aldert 

P. B. Van iXn enter D. T. Wirrdahl 

D. E. Rushin J. P. Dease\ 
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New for 1964-65.. 



SET STRIP 



149 HIGHEST RATED HOURS FOR STRIPPING 

Mere's the program that offers just about every- 
thing — 77 Sunset Strip. Bristling action. Breath- 
taking suspense. Bright romance. Bustling 
humor. Bouncy music. And best of all . . . bulging 
network ratings. Over the first four of six sea- 
sons 77 Sunset Strip ran on the network, Warner 
Bros, produced 149 hour-long episodes. These, 
the highest rated episodes in the series, are now 
available for the first time on an individual 
market basis. 

Averages 40% Share of Audience 
During the first four seasons on the network, 
77 Sunset St Hp averaged a whopping 24.6 rat- 
ing, good for a 40^ share of audience.* These 
are the seasons when the dashing team of Bailey 
and Spencer set the standards for future private 



investigator series. When "Rookie." the jive- 
talking parking lot attendant made hair-comb- 
ing a teen-age must. When the up-beat theme 
music of 77 Sunset Strip caught the fancy of 
millions of television viewers — and even non- 
viewers. 

Stars Zimbalist, Smith and Byrnes 

Starring Ef rem Zimbalist, Jr., as Stu Bailey, 
Roger Smith as Jeff Spencer, and Edward 
Byrnes as "Rookie," 77 Sunset Strip also fea- 
tures Louis Quinn as Roscoe, the horse- racing 
specialist with a nose for news, and Jacqueline 
Beer as Suzanne, the pretty Gal Friday. Big 
name guest stars, too! Ask about Warner Bros, 
new Monday-to-Friday program concept — "The 
Sunset Strip." 




WARNER BROS. TELEVISION DIVISION 666 Fifth Avenue, New York 19, N.Y., Circle 6-1000 

Also: ROOM FOR ONE MORE • THE DAK0TAS • THE GALLANT MEN • CHEYENNE • HAWAIIAN EYE • LAWMAN 



LEADING THE FIELD. 



According to three recent surveys, SPONSOR is leading the field by plenty, The latest 1ft 
SPONSOR ahead of the second book in agency regular readership by 37% and 81% ahea 
the third. Among advertisers we're 70% ahead of the second and 103% ahead of the third, 

Why this outstanding leadership? Because SPONSOR is edited 1Q0% for the benefit of bl 
cast-minded agency and advertiser personnel — timebuyers, other media personnel, account 
ecutives, plans board members, research people, ad managers and others concerned Willi bu 
television and radio time and programs. 




555 Fifth Avenue New York 10017 212 MUrravitill 7-* 
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iil.irrmg PAUL BURKE rind hORACF. MACMAmOm 



for High-Power 



99 hour* and 39 half-hours of inr TV enuruinment . 

brc ratings! Tins outstanding r*»twork series 
which Newsweek called "the host .lnd mo t lyhsh show 
on American television" continues to win new 
laurels tn syndication More than CO 
stations have alrndy licensed 
NnHed City, .and 70*. ol 
litem arc protrammini it m prime 
lime .i .it t top network 
competition Here arc just a lew 
recent ARB nlin»s results 

KTVI.St Ion 16 

WBR7 Baton Ro-ie 74 

KOB TV I q • iq C 25 

WWL IV H'« 0rl-~s 23 

WTVR Ri*>*»»d 14 

WBTV Charlotte 16 

KDALTV DJuth 22 




Looking fof Action? 



PRODUCTS 

"SCOTCH" Brand video tape, sound recording tapes, and 
related items 



Film magazine capacity is 1,200', black ana white or color, 
Gemini incorporates an automatic cueing system Which 
streamlines the editing and printing processes. 



WEST EXHIBIT HALL-SPACE 70-W 
MARCONI INSTRUMENTS 

Englewood, N.J. 
REPRESENTATIVES ATTENDING CONVENTION 

Wally Oliver 

Ken Meyers 

Bill Shuppcrt 
PRODUCTS 

Communications Test Equipment Including: TV Trans- 
mitter Side Band Analyzer; 30Mc Television Measuring 
Oscilloscope; Transistorized Video & Audio Generator; 
Noise Loading and Transmission Test Sets; Video Sweep 
Generator 



WEST EXHIBIT HALL— SPACE 31-W 
MINCOM DIVISION, 3M COMPANY 

Los Angeles, Calif. 
REPRESENTATIVES ATTENDING CONVENTION 

Sidney B, McCoUum— Commercial Products Sales Sup. 

Mel Lieberman — Commercial Products Sate Engineer 
PRODUCTS 

The Mjncom Dropout Compensator, which eliminate 
the effect of signal dropouts in vjdeo tape playback by 
substituting information from the previous line store! 
in a 63.5 microsecond delay line; is self-contained in 
5 l A" of rack space, and compatible with both eolOr a;rj| 
black/white. 



WEST EXHIBIT HALL-SPACE 67-W 

MARTI ELECTRONICS 

Cleburne, Texas 
REPRESENTATIVES ATTENDING CONVENTION 

George W. Marti 

Jo C. Marti 

Robert E. Richards 
PRODUCTS 

950 MC Microwave Equipment for use as Aural Broad 
cast Studio — Transmitter Links and Intercity Relay, in- 
cluding Sub-Channel Exciters and Mixer and Receivers 
for Multi-Channel Application, Remote Pick-up Equip- 
ment Including Transmitter and Receiver and Accessories, 
for operation in the 150-170 MC Range 



EAST EXHIBIT HALL-BOOTH K 
MARYLAND TELECOMMUNICATIONS, INC. 

(MTI) 

Cockeysville, Maryland 
REPRESENTATIVES ATTENDING CONVENTION 
Mr. Frederick J. Beste, Jr., President 
Mr. William F. Jacob, Jr., Director of Engineering 
Mr. Donald B. Schafer, Sales Engineer 
PRODUCTS 

E1A Synchronizing Generators, Monitors, Image Orthicon 
Cameras. Low light level and field use, Vidicon Cameras 
WEST EXHIBIT HALL-SPACE 51 -W 

McMARTIN INDUSTRIES, INC. 

Omaha, Nebraska 
REPRESENTATIVES ATTENDING CONVENTION 

Ray B. McMartin, President 

Leonard E. Hcdlund, Chief Engineer 

Ray M. Unrath, Marketing Manager 

Charles King, Engineer 

Gary Heimsoth, Engineer 
PRODUCTS 

Frequency Monitors, Modulation Monitors, SCA-Multi- 
plex Monitors, FM Stereo Re-broadcast Receivers, RF 
Amplifiers. FM Multiplex Receivers (tubed and transistor- 
ized). STL Receivers, Fixed Frequency FM Receivers, 
Audio Amplifiers — transistorized. Storecast Selective Pro- 
grammer 



EAST EXHIBIT HALL-BOOTH Z 

M-G-M TELESTUDIOS, INC. 

New York, N.Y. 
Rl PRISFNT AT IVES ATTENDING CONVENTION 

George K. Gould. President, M-G-M Telestudios. Inc. 

Stanley I. Parnas, General Mgr.. Special Products Div. 

Warren R. Smith, Director of Technical Development 
PRODUCT'S 

GFMINI TAPE/FILM SYSTEM 

(iemini is a video (ape/film system which produces a 
simultaneous direct 16mm film during video tape produc- 
tion. I his device uses a 16mm camera unit mounted and 
mechanically and optically coupled to the television 
camera. I he film quality equals that produced by any high 
quality 16mm camera and lens or 35mm reductions. 



WEST EXHIBIT HALL-SPACE 33-W 

MIRATEL ELECTRONICS, INC. 

St. Paul, Minnesota 551 12 
REPRESENTATIVES ATTENDING CONVENTION 
W. S. Sadler R, B. Hacfcenberger 

B. J. Klindworth N. C, Ritter 

Dan Schulte Peter Vogelgesang 

PRODUCTS 

Transistor video monitors, Rube type video monitors, 
PulSe Cross monitors — transistorized, Waveform and Vrdtefl 
Monitor package, Audio Operated Relay, Space and 
Military High Resolution Monitor 



WEST EXHIBIT HALL-SPACE 42-W 
MITCHELL VINTEN, INC. 

Glendale, California 

REPRESENTATIVES ATTENDING CONVENTION 
A. R. Macmath, Sales Manager, Vintert Overseas. Ltd. 
R. Bruce Hill, Director of Sales, Mitchell Vinten, Inc. 

PRODUCTS 

Television Camera Pan and Tilt Heads, Pedestals, DrfliEl 
and Studio Crane 

WEST EXHIBIT HALL-SPACE 49-W 

MOSELEY ASSOCIATES, INC. 

Santa Barbara, California 
REPRESENTATIVES ATTENDING CONVENTION 

John A. Moseley, President 

Howard M. Ham, Jr., Engineering Manager 

Norm Steinbergcr, Engineer 
PRODUCTS 

942 to 952 mc/s Studio Transmitter Lints for AM, TV 
aural, FM (mono and stereo); and intercity relay sgcVnj 
10 watt FM Exciter, Stereo and §CA Generators. J&m 
and Wire Remote Control Systems, Transistorized Rl 
Amplifier for AM monitors, 10 watt and 50 watt FVi 
Transmitters 



EAST EXHIBIT HALL-BOOTHS U U 
NORTH AMERICAN PHILIPS COMPANY, IJl 

New York, N.Y. 10017 
REPRESENTATIVES ATTENDING CONVENTION 

E. D. J. Baars. John H. McDonnell, Andrew A, Brakh^ 
PRODUCTS 

Condenser and dynamic microphones ^nd accessories! 

WEST EXHIBIT HALL-SPACE 5S-W 

OZALID REPRO PRODUCTS 

(GENERAL ANILINE & FILM CORP.) 

Bingham tori. New York 
RF PREVENTATIVES ATTENDING CONVENTION 
IT. J. Reynolds, District Sales Manager 
P. J. MeGrath. Sales Promotion Supervisor 
PRODUCTS 

0/;alid Reproduction Equipment and materials design 
specifically for Broadcast systems— Contract- 1 nvoiftS 1 
Traffic-Control, Availabilities Control. 



78 • 40 CONVENTION SPECIAL 



April 6, 1964, / SPONS 



■1 



It you 
want to sell something 
in St. Louis or Dallas. 



Ill k/l* UUUIO 1/1 I/UllUO^ 

use the newspapers. 



ISOR / April 6. 1964 



Now . turn ihc p. lor .m cdion.!! comment, fv 



CONVENTION SPECIAL 41 • 79 



If you really want to reach people in these two great markets, make it 
WIL in St. Louis and K-BOX in Dallas. Every day more and more of our 
advertisers arc finding it out. And that's straight from the horse's mouth. 

WIL, St. Louis and K-BOX, milm 
THE BALABAN STATIONS 

John I". Ho\. Jr.. Managing Director Sold nationally by Rofreri I*'. HaMman A' C*>, Inc. 
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THE BEST 
MOVIE LINE-UP 
| IN BALTIMORE 
IS ON CHANNEL 2 

EXCLUSIVE -6 NIGHTS A WEEK! 

Jight after night famous stars appear in their most memorable 
lies on WMAR-TV. Many of these features are FIRST RUN! 
he WMAR-TV current library of over 700 titles includes such 
imous packages as 7 Arts. Screen Gems, 20th Century and 
(thers. Top films— backed by a heavy barrage of daily news- 
a per advertising and onair promotion— is the combination 
lat builds audiences for your product or service! 





SATURDAYS, 11 PM 

•FROM HERE TO ETERNITY". Burt Lancaster. Deborah Kerr 
"BELL. BOOK AND CANDLE". James Stewart. Kim Novak 
"THE EDDY DUCHIN STORY". Kim Novak, Tyrone Po*er 
"JUBAL". Glenn Ford. Ernest Borgnine 
"THE KEY". William Holden. Sophia Loren 
"THE LAST ANGRY MAN". Paul Mum. David Wayne 




FRIDAYS, 11:20 PM 
"MAN ON A TIGHTROPE". Fredric March. Terry Moore 
'THE DESERT FOX". James Mason. Sir Cednc Hardwicke 
ERE'S NO BUSINESS LIKE SHOW BUSINESS". Marilyn Monroe 
"PEOPLE WILL TALK". Cary Grant. Jeanne Cram 

PIUS - MONDAYS THROUGH FRIDAYS . . . 



MONDAYS THROUGH THURSDAYS. 
11:20 PM 

Drama, mystery, adventure, romance selected 
from the same great packages. 

AND SUNDAYS . . . 




4:30-5:55 PM 
Featuring the best of 
"BOMBA THE JUNGLE BOY" 

"BOWERY BOYS" 
"SCIENCE FICTION THEATRE" 




12 NOON 

"MISTER ROBERTS". Henry Fonda James Cagney 
"THE SEARCHERS". John Wayne Natalie Wood 
"DRUMS", Raymond Massey. Sabu 
••KNIGHT WITHOUT ARMOUR" Mjrlene D etr ch 



In Maryland Most People Watch 

WMAR-TV 

CHANNEL 2 SUNPAPERS TELEVISION 
TELEVISION PARK, BALTIMORE. MD. 21212 

Represented Nationally by THE KATZ AGENCY INC 




EAST EXHIBIT HALL-BOOTH W 
PHOTO RESEARCH CORP. 

Hollywood, Calif. 90038 
KEPRKHEN TATIVES ATTENDING CONVENTION 

Mr. Karl Freund, President 

Mr. Gideon Fiat, Project Engineer 
PRODUCTS 

Spectra Optoliner — an opto-mcchanical TV camera sys- 
tem tester for Color, Image Orthicon or Vidicon Cameras. 
Spectra Miniaturized TV camera — 2.6 inch square by- 7.5 
inch long, weight 2.75 lbs. capable of withstanding hard 
radiation. Spectra "Candlea" meter-foot candle meter for 
TV Lighting Directors. 



EAST EXHIBIT HALL-SPACE 11-E 
RAYTHEON COMPANY 

Norwood, Massachusetts 
REPRESENTATIVES ATTENDING CONVENTION 
Hugh Bannon Gene Love 

George Hinckley Phil Cass 

Bob Keller 
PRODUCTS 

New KM I-C Heterodyne Microwave System, KTR Micro- 
wave Television Relay Systems for Intercity relay remote 
pick-up or STL applications. 7,000 and 13,0,00 Mc Portable 
and rack-mounted for NTSC color and simultaneous 
audio. TMA Program audio channel Units for application 
to existing systems. New Solid State Type B Clamper 
Amplifier. Microwave, Waveguide accessories, including 
antennas, waveguide, diplexers, etc. 



EAST EXHIBIT HALL-SPACES 5-E-6-E 
RADIO CORPORATION OF AMERICA 

(Broadcast & Communications Products Div.) 

Camden, New Jersey 
REPRESENTATIVES ATTENDING CONVENTION 

C. H. Colledge, Div. Vice President & General Manager, 

Broadcast & Communications Products Division 
A. F. Inglis, Div. Vice President, Communications Prod- 
ucts Operations 
J. P. Taylor, Manager, Marketing Services 

E. C. Tracy, Manager, Broadcast. Technical & Scientific 
Sales Dept. 

A. M. Miller, Manager, Broadcast Merchandising and 

West Coast Operations 
W. E. Morrison, Chief Engineer 
V. E. Trouant, Chief Technical Administrator 
M. A. Trainer, Manager, International Liaison & Cus- 
tomer Relations 
P. Bergquist, Manager, Government Technical & Scientific 
Sales 

G. Brickcr, Manager, West Coast Marketing & Engi- 
neering 

J. C. Cassidy, Manager, Sales Administration 

F. J. Dudley, Administrator, Press Relations 

P. A. Greenmeyer, Manager, Broadcast Advertising and 
Promotion 

E. T. Griffith, Manager, Sales Services 

J. E. Hill, Manager, Northern Broadcast Field Sales 

H. H. Klerx, Manager, Electronic Recording Products 
Merchandising 

E. N. Luddy, Manager, Broadcast Transmitting Equipment 
Merchandising 

Dana Pratt, Manager, Southern & Western Broadcast 
Field Sales 

W. B. Varnum, Manager, Studio Equipment Merchan- 
dising 

M. VanderDussen, Manager, Scientific Instruments 
RCA BROADCAST AND TELEVISION PRODUCTS 

Monochrome and color television equipment, UHF and 
VHF television transmitters. AM/FM transmitters; Tele- 
vision Tape equipment. Audio equipment, Monitoring 
equipment and test equipment for AM, FM and TV 
Stations. Television mobile equipment, TV cameras, con- 
trol room equipment. AM, FM and TV antenna systems, 
transmission line, tower lighting and accessories. Radio 
and TV station automation equipment. Microwave relay 
equipment. 



EAST EXHIBIT HALL-SPACE 10-E 
RADIO CORPORATION OF AMERICA 

(RCA Electronic Components and Devices) 
Harrison, New Jersey 

REPRESENTATIVES ATI ENDING CONVENTION 

G. A. Lncian. W. W. Winters, J. E. Kclley, H. C. Vance, 
G. E. Ryan, E. X. Banko, H. S. Stamm, R. Lord, R. M. 
Cahill, S. J. Martin, H. Kozicki, J. J. Kclley. J. H. Owens. 
G. G. Carne. E. A. Dymacck, R. A. Basscll. R. G. Ncu- 
hauscr, M. Pctrasck, A. P. Sweet, J. T. Houlihan, R. J. 
Liska 

PRODUCTS 

Image Orthicon. Vidicon. Large Power Tubes. Electronic 
Instruments, Microphones, Nuvistors, Butteries, Dark 
Heater Tubes, Novar Tubes, Citizen Band Radio, Tran- 
sistors. High Fidelity Components 



EAST EXHIBIT HALL-BOOTH L 
REEVES SOUNDCRAFT, 

(Division of Reeves Industries, Inc.) 
Danbury, Connecticut 
REPRESENTATIVES ATTENDING CONVENTION 

John S. Kane, V.P. and General Manager 

Edward Schmidt, V.P. Research and Development 

Guido Neurotti, Manager Research 

Robert E. Snare, Marketing Manager 

George Petetin, Sales Manager 

Thomas J. Dempsey, Director Public Relations 
PRODUCTS 

Reeves Soundcraft Micro-Plate Video-Tape arid Other 
professional recording products. 



WEST EXHIBIT HALL-SPACE f$4-W 
RIKER INDUSTRIES, INC. 

Huntington Station, New York 
REPRESENTATIVES ATTENDING CONVENTION 
H. Charles Riker James A. Leitch 

G. Kurt Butenhoff Kenneth V. Seelig 

S. S. Krinsky 
PRODUCTS 

Demonstration of new all-transistor video modules: New 
automatic special effects generator with "joy stick" posi- 
tioner, video switching systems, video faders, video trans- 
mission test signal generators — multiburst, stair step, win- 
dow, sin 2 , bar & dot. All-transistor sync generator with 
variable and instantaneous sync lock for color and mono- 
chrome. Stabilizing amplifier. Color bar generator. Vertical 
interval black and white reference generators. Portable 
test sets. Video and pulse DA's, sync comparitors, cue dot 
generators, video tape reference generators. All above 
equipment packaged as identical plu£-in modules for as- 
sembling flexible systems. 

WEST EXHIBIT HALL-SPACE 57-W 

ROHN SYSTEMS, INC. 

Peoria, Illinois 

REPRESENTATIVES ATTENDING CONVENTION 
Dick Kleine Bud Blaksley 

Dwight Rohn Bob Kennedy 

Al Repsumer Grady Rooker 

PRODUCTS 

AM. FM, TV broadcast and microwave towers, reflectors, 
lighting equipment and associated tower equipment ancH 
installation. 



WEST EXHIBIT HALL-SPACE 38-W 
RUST CORPORATION OF AMERICA 

Cambridge, Massachusetts 
REPRESENTATIVES ATTENDING CONVENTION 
Sal Fulchmo Robert Lccdham 

Arthur Cestaro, Jr. Arthur Stamler 

Ben Newman Richard Burden 

Bill Dunbar John L. Wyman, Jr. 

Milan Lecgctt Dave Shaw 

PRODUCTS 

EM Transmitters I kw. 5 kw, 15 kvv. RUST Remote Con- 
trol Equipment. Stere-o Generators. AUTOLOG ^ Auto- 
matic Logging Equipment. SCA Generators. TV Lighting 
Equipment. Stere-o Control Console 
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Douglas by day Allen by night 

Group W, by George! 



5 rou p W put Mike Douglas on television five days a week 
nd Steve Allen on five nights a week. Each heads 90 
hinutcs of big-budget, big-star entertainment that bright- 
ns the television scene. 

Both shows grew from one idea— the continuing need to 
rcate fresh, new entertainment for the Group W sta- 
ns. But the\ are produced in two totally ditTerent ways. 
he Mike Douglas Show originates from KYYV-TY in 
kvclanil. It is produced h\ KYW-TV with the creative 



backing of the Group. The Stexe Allen Show is produced 
by the Group itself in Hollywood. 

Group W productions can be Steve Allen. Mike Douglas, 
a series on Communism in 33 lectures. Specials for Chil- 
dren, or 1 5 cameo productions on American art. Each is 
a direct result of the creative, financial, and management 
resources of the Group Each points up the role of the 
Group broadcaster as a vita! third force in broadcasting 
for stations, viewers, and advertisers. 



GROUP 

w 



WESTISGHOUSE BROADCASTING CO VP AM 
Z'WBZ TV 80ST0.N • WINS NEW YQRK'WJZTV BALTIMORE • KOKA* KOKA TV PITTS8UTOH • KYW • KYW TV CIEYILA*»0* WOWU fOHT *W '.DC* CAO0-«.m SA 



QNSOR / April 6, 1964 



CONVENTION SPECIAL *i • $3 



EAST EXHIBIT HALL-SPACE 17-E 
SARKES TARZIAN, INC. 

Bloomington, Indiana 
REPRESENTATIVES ATTENDING CONVENTION 

Biagio Presti, Division Manager; Russ Ide, Marketing 
Manager; Neff Cox, Jr., Merchandising Manager: Dale 
Buzan, Dept. Supervisor, Studio Equipment Engineering; 
John Guthrie, Dept. Supervisor, Production Engineer & 
Eield Service; Dick Swan, Dept. Supervisor, Switcher Sys- 
tems Engineering; Bill Tarr, Dept. Supervisor, Microwave 
Engineering: Miles Blazek, Dept. Supervisor, Mechanical 
Engr. & Drafting; Jack Roden. Eastern Regional Manager; 
Joe Ryan, New England Regional Manager: Nubar 
Donoyan, Southern Regional Manager; Morrell Beavers, 
Midwestern Regional Manager; Dale Matheny, 
Regional Manager; Jack Dunn, Joe Phillippi, 
Moore, Bob McCoy, John Kays, Coy Matheny. 
PRODUCTS 

Television Studio Equipment: 

Studio Cameras — Solid State, Image Orthicon 

Vidicon 
Film Cameras — Solid State 

Switching Systems — Solid State Vertical Interval 
Microwave — Heterodyne Relay Systems 



Western 
Charles 



and 



EAST EXHIBIT HALL-BOOTH D 
SESAC, INC. 

New York 1 9, New York 
REPRESENTATIVES ATTENDING CONVENTION 



Harold Fitzgerald 
Roy Drusky 
Frank Watkins 
Ed Cooney 
Ray Van Hooser 
Earl Brewer 
Vic Vickrey 
Earl Pollock 



Alice H. Prager 
W. E. Myers 
John Koshel 
Sid Guber 
George Jellinek 
J. F. Quinn 
Charles Scully 
Jim Aylward 
Glenn Ramsey 
PRODUCTS 

The BIG BANDS come to Chicago! The swinging sound 
of ten all-star bands — ideal for round the clock program 
ming. Over r 1 5 selections on ten Hi-Fi SESAC Record 
ing albums for $19.95, featuring the most famous leaders 
instrumentalists and sidemen in the dance band field 
Hear the world renowned musical stylings of such great 
as Duke Ellington, Count Basie, Woody Herman an 
many others. Audition material available on "THE BIG 
BANDS" as well as "DRUMMERS." SECAC RECORD 
INGS and all Special Program Packages. 



WEST EXHIBIT HALL-SPACE 56-W 
SCHAFER ELECTRONICS 

Burbank, California 
REPRESENTATIVES ATTENDING CONVENTION 

Paul C. Schafer 

James W. Harford 

Robert Levinson 
PRODUCTS 

Program Automation Systems, Spot Locators, Transmitter 
Remote Control Equipment, Automatic Logging Equip- 
ment 




YOU SHOULD HEAR 

J. Robert Humphreys. Manaqer of KSRV Radio. 
Ontario. Oregon, says: "It is difficult to draw 
the line between sellinq clients ogain and keepinq 
them sold, but I feel it is important to keep qood 
accounts sold. Thus, the most important benefit I 
see from CRC is keepinq clients sold. It's easy to 
keep a client sold with the 'sell and sounds' from 
CRC." 

Hear "MONEY MAKER" 
Space A & B, East Exhibit Hall 

COMMERCIAL RECORDING CORP. 



COMMERCIAL RECORDING CORPORATION 
TRADE MAG AD 1/6 PAGE 
NAB CONVENTION ISSUE BROADCASTING 
& SPONSOR 



WEST EXHIBIT HALL-SPACE 68-W 

SHURE BROTHERS, INC. 

Evanston, Illinois 
REPRESENTATIVES ATTENDING CONVENTION 
R. W. Carr, Manager, Professional Products Division 
R. W. Ward, Manager, Distributor Sales 
H. T. Harwood. Director, Public Relations 
M. B. Lorig, Vice President. New Products 
V. F. Machin, Vice President, Marketing 
G. Reese, Advertising Coordinator 
PRODUCTS 

Shure Microphones and Accessories for Radio and Tele 

vision Broadcasting 
Stereo-Dynetic Phono Cartridges for Broadcasting 
Shure-SME Pickup Arm 

Model SE-'I Stereo Broadcast Preamplifier 
Model M66 Broadcast Stereo Equalizer 



EAST EXHIBIT HALL-BOOTH G 
SONY CORPORATION of AMERICA 

New York, New York 
REPRESENTATIVES ATTENDING CONVENTION 
L. F. Costelio K. Tsunoda 

B. L. Birchard H. McAdams 

PRODUCTS 

Broadcast Video Tape Recorders, Monitors. Camera 
Television Recording Tape. 

WEST EXHIBIT HALL-SPACE 53-W 
SPARTA ELECTRONIC CORPORATION 

Sacramento, California 
REPRESENTATIVES ATTENDING CONVENTION 

Wm. J. Qverhauser, President 

Jack Lawson, General Sales Manager 

Jess Swicegood. Representative 

Chas. A. Spraguc, Representative 

Herbert L. Arms, Representative 

Glenn E. Webster, Representative 

Eueene D. Bradley, Representative 
PRODUCTS 

SPARTA-M AT1C Cartridge Tape Systems including 
monaural, stereo and portable equipment. SPARTA A-50 
Portable Studio, A- 10 Audio Console monaural and stere© 
models, Turntable* and Turntable Combinations includiri: 
transistorized Equalized Preamplifier and other relate 
studio equipment. 



WEST EXHIBIT HALL-SPACE 60-W 
STANDARD ELECTRONICS CORPORATION 

Freehold, New Jersey 
REPRESENTATIVES ATTENDING CONVENTION 
William H Zillger. President 
Aino Zillger. V.P. Engr. 
Joseph Evvansky. Mgr. Eield Eng. Service 
Eiwin Taper, Application & Field Engineer 
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LET'S TALK J 



7 



LAST YEAR 



ric - r\ ti;li;( As i 



• I80 FEATURE FILMS i>EVER HE- 
FORE SHOWN 15 Y A CONNECTICUT 
TELEVISION STATION. 

• 157 FEATURE FILMS NEVER BE- 
FORE SHOWN BY A CONNECTICUT 
OR A WESTERN MASSACHUSETTS 
TELEVISION STATION. 

NOT ONLY NEW. BIT FINE MOVIES. 
SUCH AS- — 

On The Waterfront . . . Sayonara . . . Man m the Cray Flannel 
Suit . . . Ruby Gentry . . . The Old Man and the Sea . . . 
The Bad Seed . . . Duel in the Sun . . . Battle Cry 
. . . The Spirit of St. Louis . . . So Time for Sergeants 
. . . Hercules . . . A til I a the Hun . . . The Pa jama 
Game . . . A Face in the Crou d . . . Kiss Them 
for Me . . . Indiscreet . . . The Gift of Love . . . 
Man in a Cocked Hat . . . Home Before Dark 
. . . Top Secret Affair . . . Too Much. Too 
Soon . . . The Lady Killers . . . and more. 

THIS YEAR. WTIt TV 
HAS CONTINT EO TO 
EN CI I A NT JTS 
AUDIENCE WITH — 

Auntie Mame . . . The Dark at the Top of the Stairs . . . 
The Sun's Story . . . Bachelor Party . . . Cash Md'all 
. . . Ice Palace . . . Marjorie Morningstar . . . Tall Story 
, . . The Fugitive Kind . . . The Hanging T ree . . . Happy 
Anniversary . . . The Miracle . . . Hercules I 'nchamed . . . 
The Sight Holds Terror . . . Thief of Bagdad . . . W all: 
Into Hell . . . Wonders of Aladdin . . . Aphrodite 
with mam, main more to come! 



For television leadership in movies, look to 

WTICTV3 

HARTFORD. COXNFXTiriT 

HI^IMlKSKrVPKO BY I IAItlll.NCTON. 
RKJHTKR «*: I'AHSO.NS INC. 
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John Klindworth, Sales 
James Heaton, Sales 
Glenn Webster, Sales 
Betty Zillger. Hostess 
PRODUCTS 

New Solid State 2 KW TV Transmitter, featuring only 
5 tubes in both the aural and visual transmitters. The 
new 2 KW transmitter is exactly 50% of the size of the 
present 500 watt transmitter. Available at reduced price 
with aural/visual power ratio of 10%. Also, complete 
FM transmitting and stereo equipment including .250W. 
I KW, 5 KW and 10 KW transmitters. The standard line 
of TV amplifiers will also be shown for 10 KW and 25 
KW power outputs. 

WEST EXHIBIT HALL-SPACE 74-W 
SYLVANIA ELECTRIC PRODUCTS, INC. 

(Home & Commercial Electronics Division) 

New York, N.Y. 
REPRESENTATIVES ATTENDING CONVENTION 

Nicholas Rabiecki, Jr. 

Frederick T. Henry 

William T. Blackwell 
PRODUCTS 

Television-Origination, 



Ruth Christiansen 
Barbara Farrell 
Jan Michela 
Hildegard Richardson 



production and display 



WEST EXHIBIT HALL-SPACE 37-W 
TEKTRONIX, INC. 

Beaverton, Oregon 
REPRESENTATIVES ATTENDING CONVENTION 



Keith Williams 
Charles Rhodes 
l.arry Biggs 
Deral Countryman 
Don Hofmann 
Jerry Coomber 
Ralph Ebert 
Don Clifford 
Cliff Brieseniek 
Ron Gantner 



Bob Meehan 
Paul Whitlock 
Ed Yore 
Stan Kouba 
Art Baumgarth 
Dean Hill 
Wendell Larmore 
Dick Urban 
Grace Berryhill 
Hazel Brown 




86 



YOU SHOULD HEAR 

Ronald L. Hickman, General Manager of WNNJ, 
Newton. N.J., says: "Thanks to the CRC Library, 
our sales have increased at a far greater pace in 
the last four months. Initial response from spon- 
sors has been extremely favorable and we look 
forward to a very pleasant relationship with CRC. 
Incidentally, we are especially proud of our new 
customized ID's and special holiday iinqles." 

Hear "MONEY MAKER" 
Space A & B, East Exhibit Hall 

COMMERCIAL RECORDING CORP. 



COMMERCIAL RECORDING CORPORATION 

TRADE MAG AD 1/6 PAGE 

NAB CONVENTION ISSUE BROADCASTING 

& SPONSOR 
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Joe Gardner 
Bill Lewis 
George Lodge 
Tom Long 
PRODUCTS 

Video- Waveform Monitors, Vectoroscope for Color TV 
Phase Measurements, Oscilloscope Trace- Recording Cant- 
era, TV and BC Test Equipment — Generators, Amplifiers, 
etc.. Scope-Mobiles (Oscilloscope Carts), Auxiliary Test 
Equipment 

EAST EXHIBIT HALL-SPACE 2-E 

TELEMET COMPANY 

Amityville, New York 
REPRESENTATIVES ATTENDING CONVENTION 
J. Horowitz 
D. J. Dudley 
W. T. Curdts 
PRODUCTS 

Transistorized Special 
tioner, Transistorized 



Sidney C. Gunston 
Eric King 
Alex Kwartiroff 



Generator/Joy Stick Post- 
Transmission Test Signal 



Effects 
Video 

Generator, Transistorized EIA Sync Generator, Transistor?, 
ized Sync Lock, Transistorized Video Distribution Ampli- 
fiers, Transistorized Pulse Distribution Amplifiers, Trail? 
sistorized Mid-Frequency Phase Correctors. Transistorized 
Multiburst Generator. Transistorized Stair-Step Generator. 
Transistorized Pulse and Window Generator. Transistor^ 
ized Dot Grating Generator, Transistorized Color Standard, 
Color Flying Spot Scanner, Color T.V. Monitor. Color 
Encoder, Color Bar Generator, Color Standard. Special 
Effects Generator/Fader, Differential Phase and Gain; 
Receiver 

EAST EXHIBIT HALL-SPACE 3-E 
TELEQUIP CORPORATION 

New York, N.Y. 

REPRESENTATIVES ATTENDING CONVENTION 
John W. Schlageter George Paragamian 

John J. Camarda Art Batlone 

Howard L. Ryder 

PRODUCTS 

PYE 4 l A" Camera, Studio Lighting. Kine Recorder 
W/ Rapid Film Processor for Spot News and location, 
work. I6MM Newsreel Camera with transistorized mixer- 
amplifier. Portable Power Pack. Completely equipped 
vehicle for on the spot tape and film coverage of remedf 
shows and news events. 

WEST EXHIBIT HALL-SPACE 32-W 
TELESYNC CORP. 

Englewood Cliffs, N.J. 
REPRESENTATIVES ATTENDING CONVENTION 

Bob Swanson Al Sloman: 

Joe Henkel Bob Hadley 

Joe Barrera 
PRODUCTS 

Synchronous Prompting Equipment 

Rear Screen Projection Equipment (Xenon & Incandescent) 

Variable Speed Roller Caption Scanner 

EAST EXHIBIT HALL-SPACE 8-E 

TELEVISION ZOOMAR COMPANY 

New York 36, N.Y. 
REPRESENTATIVES ATTENDING CONVENTION 

Jack A. Pegler 

Bill Pegler 

Dr. I rank G. Back 
PRODUCTS 

Image Oriliicon Zoom Lenses: 

HyperUniversal Zoomer. Angenieiix-Zoomar Model 1 0-9 
B. Ancenieux Zoom Lens with Evershed Servo Control 
Mark II. 

V id iron Zoom Lenses: 

Angenienx F: 1,9-15 to 1 50mm, Angenienx F: 2.8-15 
150mm with Zoom rod or DC remote control 

WEST EXHIBIT HALLSPACE 69-W 
THOMSON ELECTRIC COMPANY, INC. 

New York, N.Y. 
REPRESENTATIVES ATTENDING CONVENTION 
G. Salem E. L. Stern 
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I. Donnay I I ornuto 

SI . Goubert 
PRODUCIS 

I'flfMMon Stialio Li/inpiucnt 

4'.j ~ I ransistori/ed Imagc-Orthicon Cameras, V' Iran 
sistori/ed Imagc-Orthicon ( ameras. I ransistori/ed \ ulicon 
Camera. Transistorized I Iv mg Spot Scanner. S\ n«. hroni/ 
ing I'm Ino Generator. Special I He* is Generator. ( .mici.i 
( 'untrol L'nits. all units fullv transistorized 

WEST EXHIBIT HALL SPACE 76-W 
U.S. ARMY, TELERADIO BRANCH 

Office, Chief of Information 
Department of the Army 
Washington, D.C. 
Rl PRI'M N I A'l IVI.S A l'l'l NDING ( (>N\ I N I ION 
l.t. Col. William T. I llington 
Major Vincent D'Angelo 
Mr. Stanley field 
SI C John Darcy 
I -'X HI BIT 

U.S. Army exhibit depicting the Army's weekly tele- 
vision series "I III- Bid PIC I L'RI . ami the Army's week I \ 
radio series. 1 H ft ARNh IIOLK. 

WEST EXHIBIT HALL-SPACE 75AV 
U.S. NAVY RECRUITING SERVICE 

Department of the Navy 
Washington, D.C. 

WEST EXHIBIT HALL-SPACE 46AV 
UTILITY TOWER CO. 

Oklahoma City, Oklahoma 
Rl PRI NI N I A I I VP'S A I I I NDING COW I N HON 



C. I". (Cletc) Nelson 
Jerrv Nelson 
V. G. (Bud) Dnvall 

produci S 

Manufacture an J installation of al 
Slicrouave Towers ami Micros as e 



I) I). (Dutch) Giroux 
M. N. (Nate) Sholar 
K. CI. (Joe) Nelson 



tv pes of Radio. 
Reflectors 



IV 



EAST EXHIBIT HALL-SPACE 15-E 
VISUAL ELECTRONICS CORPORATION 

New York, N.Y. 10018 
RF PR KM-' VI A I IVIS A TTI N DING CON VI VI ION 



James B. Tharpe 
John P, Gallagher 
P. Cecil Grace 
Jess Rafsky 
Charles K. Spicer 
Robert Bollcn 
George 11. Wagner 
Donald Ouinlan 
Richard Koplit/ 
Morris A. Mayers 
Iclix Bonvouloir 
Shirley Bonvouloir 
A. W. Grceson 
A. R. Hopkins 
Cruz Rivera 
Gerald Bobian 



I ew is C. Radford 
C het Siegrist 
Wayne Ma rev 
I v le O. Kev s 
Alfred M. Kallman 
I dvvard Clammer 
'I iniothy I ank 
I' D. Thompson 
Jim I Joward 
Dallas Barnard 
Charles Halle 
Bob Kuhl 
Duane Hoisington 
I inton D. Ilargreavcs 
George Shotucll 
Hob Becker 



Alfred A. Mcnegus 
PRODUCTS 

The new transistorized image or t hie on Zoom camera 
with built-in 1 0 : 1 zoom lens. TV Program automation 
systems, a complete new program for upgrading existing 
\TR's for maximum performance. \ I R test equipment, 
v idco switching systems, pulse assignment su itching svs 
terns. Spot master tape cartridge equipment, complete 
packaged AM station, complete packaged I M stereo 
station. KRS Stact Broadcaster reversible cartridge svs- 
tcms, wireless microphones. I'll I- transmitters, image 
orthicon tubes. 



WEST EXHIBIT HALL-SPACE 43AV 

VITAL INDUSTRIES 

Gainesville, Florida 
RFPRFSI-NTATlVrS ATM N DING ( ()N \ I N I ION 
William Boehme. General Manager 
Marvin Moss, Fngineer 
Robert Beville. Fngineer 



PRODI CIS 

Solid State Stabilizing Smplificr. Mixlrl \ I I'xK) ( 
engineered (or everv application Solid St tc \ ideo I) 
tribntion \tnpliticr. MikIcI \ I H> \ \ high pcif>rnt 
unit with in.mv nos el clet.trii.al .mil i iti li in <. ii tot . ic 
I Ji h unit is self powered, plug in module Ii iving J i >l le 1 
on, puts Solid State Pulse I Jistnlnitton \mphl cr M< I 
\ I 2t> I his unt reforms I I \ iclcv is on p ilvr id d 
tribi les tlicm thi ough tour isolated ontpt t It i> i If 
powered, plug in mini i Ic R.u k Mounting t i .one M<*l I 
\ I 100 I or ni< <i mime up to four of citficr i ! ih •■> i\ 
disti ilnition aniphl icrs ( K.«. upics «mh f i ' r ,k V p i c 

WEST EXHIBIT HALL SPACE 25 W 
VITRO ELECTRONICS 

Silver Spring, Maryland 
Rl PRI SI N I A I l\ I S A I II N |)IN( , <0\\|\|l<)\ 

\ M Vtterholm. President 

K B Booth. Manager of Sales 

J Midre, Manager of Broadcast S.des 

R II I llenbcrgcr. Sales I ngmecr 

I K Uirch. Senior I ngmecr 
PRODL C IS 

New -Precision Phase Monitor. New Broadcast Spcsti <m 
I )isplav L ml. I \ and I M Rebroadc.ist Kctco crs. field 
Intensity Meters. Phase Meters. Patch Panels, \ ideo I a». k s 
and Plugs 

EAST EXHIBIT HALL -SPACE 3-E 
WESTINGHOUSE ELECTRIC CORP., 
LAMP DIVISION 

Bloomfield, New Jersey 
Rl PRI SI N I U IM S ATI! N DING ( (>N\ I M ION 

George G. Parag.imian 

Arthur A. Hottone 
PRODI < I S 

I amps for studio lighting. New all glass concept for si idio 
and I \ lighting 




YOU SHOULD HEAR 

Don Hammond &«rr>*fa| M*n^g»f ©f WHlT N*<* 
6«f « No'**i Cs'Ol l<3Vfl W©u d b# fc«0PT t© 

r«20mm$n<J »• »o a ^von* Tb» f r\* das ? w^s 
h®f0 1 ^«(o*d *e ci©S« a $S?0 &3 t4 * 8 © o * «<^i 
^©fd dtfjl®!" "k zk RO* gri^b # 

pr©d^c Ik® v&*-$ b®if co^^e-'C £ ' b ^ ? 



Hear "MONEY MAKER" 
Space A & B, East Exhibit Hall 

COMMERCIAL RECORDING CORP. 
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Sy indicators and program 
sources at the convention 

Wide choice of TV and radio program fare awaits broadcasters 
and admen, and the "TFE" group again goes its own way 



FOR the second year in a row, 
program planners attending the 
NAB convention will be confronted 
with what must surely be one of 
the friendliest revolts in the history 
of trade associations: "TFE — '64" 
displays and hospitality suites at the 
nearby Pick Congress Hotel will 
again showcase the syndication 
wares, programs and features, from 
16 of the largest syndicators in the 
business, who feel they're better off 
at a non-NAB exhibit. 

At the same time, other leading 
distributors of programs and fea- 
tures for local-level use — such 
as MCA TV, MGM-TV, Embassy 
Pictures, the three network-owned 
syndication arms, and group-sta- 
tion producers like Triangle, Storcr 
and Group W — will have their 
exhibits and suites, for the most 
part, on NAB convention home 
grounds. 

If it's a war, it's about as real 
as the bullets in a Hollywood west- 
ern. 

The NAB, in conciliatory ges- 
tures to the maverick TFE-ers, has 
given them small-print plugs in the 
convention listings. A TV panel ses- 
sion this year will deal with pro- 
graming, and will even have Seven 
Arts' Robert Rich and film-maker 
Joe Lcvinc (whose Embassy Pic- 
tures is not, however, a TFE mem- 
ber) as panelists. 

On the TFE side of the fence, 
there's been a strong movement to 
cut out the ballyhoo and highjinks 
of bygone syndication displays 
(Sample: "Absolutely no gambling 
will be permitted . . . Hostesses 
should be attired properly for a 
cocktail reception . . . etc."). Times 
have changed. 

In fact, there's an outside possi- 
bility that this year's TFE will be 
the last TFE, as such. The self- 



elected outcasts have made their 
point, and NAB, faintly em- 
barrassed at the success and the de- 
corum of last year's exhibit, is re- 
portedly ready to welcome the 
prodigals home for 1965. 

What's in store for station film 
buyers, radio program directors and 
admen making the rounds of dis- 
tributors? What's going to happen 
at NAB-area suites and at the 
TFE? 

On the NAB side of the fence, 
MCA may well have the largest 
single hospitality suite setup (2400, 



Hilton), with the entire MCA TV 
sales force in attendance as hosts 
during the convention. Some of 
MCA's topmost brass will be there 
— notably D.A. "Sonny" WerbJin, 
president of the film syndication di- 
vision, and David V. Sutton, v. p., 
as well as v.p.'s Lou Friedland and 
Hal Golden — to present MCA's 
latest syndication wares. Much of 
the program stress will be on new 
entries in the syndication market, 
such as Tales of Wells Fargo and. 
Leave It To Beaver, and on cur- 
rent product such as Bachelor 




Vr 



/«<»; the second year in a row, a large syudicaior group (16 in all) is staging its 
TV exhibit at the nearby I'ick Congress Hotel as "TFE — "64." Here, the TFT 
Executive Committee reviews final plans for the Chicago industry display. Seah'i 
(I. to r.) Trans-Lux's Dick Carlton, 20th Century-Fox's Alan Silverbuck. StanM 
ings Four Star Distribution's Len Firestone. L'niied Artists' Hurry Lawrence. MCjM* 
I T is exhibiting at the Hilton, not at TFE this year, but TFE has added Ainericun\ 
International 71 a* a new exhibitor and Ml' A as a late entry. 
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I'ttthcr, I rontirr ( in ( ln\ kmatc 
mil M -Squad ( among mans oth- 
ers in MCA\ long list of proper- 
ties.), and the M( 'A -distributed pre- 
1 948 Paramount movies (Para 
mount will handle its own post- 
I94N\ a trilnite of sorts to MOW 
Bks ability with the older product). 

.VJGM- 1 \ u ill also have a large 
I 17-man ) contingent at the firm's 
lospitahtv suite, headed In John 
I. Hums, v p. in charge of sales. 
\ 40-picture package of post- 1950 
itles will headline the feature en- 
| ies, with older product — all the 
vay back to the huge, 700-title 
re-194S library — receiving plenty 
f attention. In the syndicated pro- 
ram field. MGM's big push will 
e on Zero One, a half-hour series 
in t has never had network expo- 
ire in the U.S.. as well as on older 
Lories like Stun Benedict and As- 
Juilt Jungle, at the firm's hospital- 
s' area ( 191)5 -A, Hilton). 
The IFF group, which is not 
formal "group" at all but which 
\ivts solely to stage the concurrent- 
ith-NAB exhibit, is meanwhile not 
kine nnv chances. Next \ ear's 




Of 

U SHOULD HEAR 

0 Ldrtau Rddio Station Mandqer ©f 
mm Grand Rapid* M chiqan. say* "I m sgr® 
yp'u 1,1 b« pl«ai«d to h«ar that in th« first 
sth of our um of th« CRC Moneymaker Service 
> naw# almost had enough mI$s ?o Day for th« 
te* . . K««p the good matar'aU com'»g '* 

■f "MONEY MAKER" 
m A & B, East Exhibit Hall 

MERCIAL RECORDING CORP. 
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\ AH event is expected to take plaws, 
in Washington, and the 111 c rs .ir<. 
not sure whether they can hook th 
ty pe of space available at the 1'it.k 
C'oiigiess, some 20 suites of similar 
si/e on a single floor, within (Ik 
frame of \"AH\ available hotel la 
eihtics. 

Last week. I 1 I \ executive com 
mittee I rails-! u\\ Diek Carl 
ton, 20th-l : ox\ Alan Silvcrbach. 
Four Star's 1 en I iresione. I A\ 
Barry Lawrence, and Jayark's \ lar- 
vey Victor — called a meeting in 
New York of all interested film dis- 
tributors to discuss a I P F '65 
show, and to pick another commit- 
tee to steer the event. 

Other highlights; ABC. CBS and 
NBC Films vv ill have extensive hos- 
pitality lav outs at the Hilton, usu- 
al 1\ linked closely to the reception 
areas of the parent networks. Fin- 
bassy Pictures, much of whose fea- 
ture product is available in color, 
will hold forth on what is virtual!) 
neutral ground ( 500. Continental 
Hotel ) to promote "the excitement 
of our product.'" largely features of 
an action-adventure v arietv . Tri- 
angle, which has launched 23 radio- 
TV properties in the syndication 
field in the past six months, w ill 
operate "The Triangle Inn." mod- 
eled on an 1 Stli century British pub- 
lick house, at the firm's hospitality 
suite (2300. Hilton ) . Storer. also 
on neutral ground (3X12, P xecutive 
House), vv ill feature Storer-distrib- 
uted shows such as the Littlest 
Hobo, ll'wtiiut Don and Divert e 
Court, with business manager Bud- 
dy Ray and general sales manager 
Jac Liehenguth in charge. Charles 
Mich el son. whose radio rerun se- 
ries ( The Shadow, l ite Green Hor- 
net, etc.) are having a hot renais- 
sance in local radio programing, 
vv ill showcase 15 radio drama se- 
ries in the firm's hospitality suite 
( 534-A. Hilton). In the realm of 
radio program ser\ ievs. a highlight 
will be the SFSAC 'Celebrity Suite" 
(900. Hilton ). where the Big Bands 
program package and other services 
w ill be promoted with the aid of 
live music and guest stars ranging 
from Duke llhngton to Prnot 
1 ubb. 

At the I I'F's Pick Congress 
suites, there'll be plenty of choice 
for buyers, to judge Irom the list- 
ings of IFF exhibitors, which fol- 
low on the next page 



GASOLINE 

MOGULS 




buy WNBC-TV Top names n the 
gasoline business know it's the 
most efficient means of getting 
New Yorkers to tank-up at the r 
fuel pumps Among them 

Cities Service Co. 
California Oil Co. 
Gulf Oil Co. 
Shell Oil Co. 
Sinclair Refining Co. 
Socony Mobil Oil Co. 
Sun Oil Co. 

Take a tip from the Gasol ne 
Moguls whatever the product or 
service you sell, you'il get more 
m Icage on WNBC-TV. 




WNBC-TV 

NEW YORK 
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YOU SHOULD HEAR 



Robert W. Erickson, General Manager of KOKX 
Radio, Keokuk, Iowa says: "The jingles cut for 
specific accounts, such as Goodyear, and the 
jingles for a particular product give the trans- 
cription package a note of utility that I am con- 
fident will pay off in increased sales." 



Hear "MONEY MAKER" 
Space A & B f East Exhibit Hall 

COMMERCIAL RECORDING CORP. 



SYNDICATORS AND 
PROGRAM SOURCES 



ALLIED ARTISTS 
TELEVISION CORP. 

165 West 46th St., New York, N. Y. 10036 

PLaza 7-8530 
Suite: 485 and 487 
Robert B. Morin, Vice President 
James C. Stern, Assistant General Sales Manager 
C. P. Jaeger, National Program Manager 
Morton Slakoff, Advertising and Promotion 
Manager 

Howard Grafman, Central Division Sales Manager 
Roy George, South-Western Division Sales Manager 

CAVALCADE OF THE 60'S GROUP 
III (Billy Budd Pkg.) 17 Features. 

Most recent released films — '62, '63. 
7 BOB HOPE FEATURES (3 in color) 

Son of Paleface, Road to Rio, Road 

to Bali, The Great Lover, Seven Little 

Foys. 

CAVALCADE OF THE 60s GROUP 

I (40 Features) 

CAVALCADE OF THE 60's GROUP 

II (32 Features) 



Attention! All Agency and Media Time Buyers! 



YOU ASKED 
FOR IT . . . 



We've Got It! 



THE COMPLETE 




SURVEY FOR HOUSTON 

YOU'VE NEVER HAD IT SO GOOD FOR MAK- 
ING YOUR HOUSTON RADIO DECISION NOW 




Top stars in adventure, drama ai 
action-features (16 in color) 
EXPLOITABLES 

14 Post '57 spectaculars, adventui 
and science-fiction features — (5 i 
color) 

SCIENCE FICTION (22 Features) 
Post '57 thrillers with Vincent Prit 
John Carradine, Boris Karloff 

BOWERY BOYS 

48 family entertainment features-zar 
situations festive locals 

BOMBA THE JUNGLE BOY 

13 adventures of the famous junjj 
saga 

DIAL AA FOR ACTION FEATURE 

32 post '52-'61 Hollywood-product 

action, adventure films 
15 FEATURES & 6 FEATURES 

Films of the 50's with top titles ai 

stars. 

99 ACTION FEATURES 

Fast-paced action drama and adv© 
ture. 

THE PRESIDENTS 

104 Episodes. Adventures of tl 
Presidents as young men. 5 mil 
color. 

145 WESTERNS 



AMERICAN INTERNATIONAL 
TELEVISION, INC. 

165 West 46th Street, New York, N. Y. Tflt 
Circle 5-3035 
Suite: 461 and 463 

Stanley E. Oudelson, Vice President, Gen? 

Sales Manager 
M Iton Morilz, Director of Advertising Publicity 

Promotion 

40 SPECTACULAR COLOR EE 
TURFS 

Post- 1960 action-adventure features 
color. 



DESILU SALES, INC. 

780 N. Gower, Los Angeles, California 

HO 9-5911 

Suite: 481 and 483 

Richard Dinsmore, Vice President and Gen 

Manager 

Peter Cary, Western Sales Manager 
H. Jerry Girouard, Eastern Sales Manager 
William Stout, Southeastern Sales Manager 
Robert NeeVes, Midwestern Sales Manager 
Richard Woollen, Director of Sales and Progi 
Jerry Franken, Press- Promotion 

DESILU PLAYHOUSE 

48 hour drama specials, with gi| 
stars 

GUFSTWARD HO 

38 off-network half hour* with| 
Carroll Naish and Joanne Dru 



THE TEXAN 
78 half hours 

HARR1GAN & 
Pat Q'Rricn 
lawyer 



starrinc Rorv Calhj 
SON 

stars as a, hard-hiM 



THE KATZ AGENCY, II 

IN HOUSTON CALL Bi 
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(I id 110* national 
deertisei's buy the CBS Radio Set work in 
f 963...as compared with 88 on network B, 85 on 
ietworkC and 58 on network J)? 



Because CBS Radio has the lonsjt >t contin- 
uing record oi audience kadadnp... 

Presents the most outstanding atr.n 
ol top pt i xoiialities and proclaim... 

l)eli\ ers the lx »l station clearance pat- 
terns, conln ined In i lecti onii alh -elk eked 
reports cv er\ month... 

Supports \ our ad\ alisinu hy ad\ ct - 
tisinu itsell 12 months a year,.. 

Produces results; pun able, docunu ti- 
led sales results that keep sin passing out 
a<l\ ei Users' expet tatious. 
That's win more atl\ eriist. is used CBS 
Radio th. in am other netu 01 k last \ eai. And 
th, it's win our s.des lot the hist 
half of ][H \ \ ha\ e alread\ toppeil 
last \ ear's, i utile lust hall — with if| 
o nionths still to uo' 

Moie facts? Plcillv. Call us tod.n. 



The 




Had in Xelirork 



4 




YOU SHOULD HEAR 

John S. Booth, General Manager of WCHA, 
Chambersburq, Pa., says, "Without a doubt, CRC 
offers the finest Library Service on the market 
today. The sound is modern ... a strict departure 
from 'old hat' techniques . . . The Money Maker's 
Sponsor Identified jinqles are a real boon. They 
are oriqinal and unique for both Station and 
Sponsor alike." 

Hear "MONEY MAKER" 
Space A & B, East Exhibit Hall 

COMMERCIAL RECORDING CORP. 

COMMERCIAL RECORDING CORPORATION 
TRADE MAG AD 1/6 PAGE 
NAB CONVENTION ISSUE BROADCASTING 
& SPONSOR 




YOU SHOULD HEAR 

Mr. Al Kahn, General Manaqer of WAGR Radio. 
Lumberton, North Carolina, says: "CRC Library 
Service is the finest that we have ever had the 
occasion to work with . . . The sounds are com- 
pletely up-to-date. The sponsor I.D.'s are terrific 
aids. The quality is outstandinq, and the cata- 
loquinq is simplicity itself." 

Hear "MONEY MAKER" 
Space A & B, East Exhibit Hall 

COMMERCIAL RECORDING CORP. 

COMMERCIAL RECORDING CORPORATION 

TRADE MAG AD 1/6 PAGE 

NAB CONVENTION ISSUE BROADCASTING 

& SPONSOR 



JUNIOR ALL-STARS 

Pitcher Don Drysdalc and baseball 

greats teach the kids 
JOURNEY OF A LIFETIME 

39 color half hours journeying through 

the Holy Land 
JAZZ SCENE, U.S.A. 

Steve Allen hosts, presenting all-time 

jazz stars 
ROD ROCKET 

130 VA minute cartoons with authen- 
tic space background 
WINDOW ON THE WORLD 

Documentaries that blend public 

service and entertainment 
TRAVEL TIME 

Famous U.S. cities and landmarks 

filmed for youngsters 
UNIVERSE 

Timely half-hour journey to the stars 

and outer space 
THE UNTOUCHABLES 

114 hours starring Robert Stack 
THREE FULL LENGTH FEATURES, 
FILMED BY DESILU 



FOUR STAR DISTRIBUTION 
CORP. 

600 Fifth Avenue, New York, N. Y. 10020 
LT 1-8530 

Suite: 477 and 477a 

Tom McDermott, President 

George Elber, Executive Vice President 

Len Firestone, Vice President and General Manager 

Burt Rosen, Executive Administrative Assistant 

Leo Gutman, Vice President Advertising 

Dick Colbert, Sales Representative 

Dick Feiner, Sales Representative 

Jerry Weisfeldt, Sales Representative 

Alton Whitehouse, Sales Representative 

ENSIGN OTOOLE 

32 half hours; Sea going comedy 
series 

THE DICK POWELL THEATRE 

60 hours; 200 stars; World's finest 

dramatic series 
THE RIFLEMAN 

168 half hours; Acknowledged as the 

quality western adventure series 
ZANE GREY THEATRE 

145 half hours: 125 stars; Finest 

western dramas available today 
THE DETECTIVES 

67 half hours; 30 hours; Law enforce- 
ment series 
STAGECOACH WEST 

38 hours; Daring men traveling the 

overland stace route 
TARGET: THE CORRUPTORS 

35 hours; Expose of organized crime 

and corruption 
THE LAW AND MR. JONES 

45 half hours; Humorous stories 

about a dedicated lawyer 
THE TOM EWELL SHOW 

32 half hours: Fresh, charming and 

laugh-loaded family fun 



HOLLYWOOD TELEVISION 
SERVICE 

4024 Radford Avenue, North Hollywood, Calif. 

Suite: 467 and 471 

David Bloom, General Manager 

Malcolm W. Sherman, Western Division Manager 

Ken Weldon, Central Division Manager 

C. E. Feltner Jr., Southern Division Manager 

Vonn Neubauer, Southern Representative 

David Bader, Eastern Division Manager 

Frank Kowcenuk, Sovereign Films, Canada 

FEATURE FILMS: 

30 POST 50 SATURN FEATURES 

1959 — 1950 — 3 available in color 

140 POST 50 CONSTELLATION 

FEATURES 

40 available in color 

THE MIGHTY FORTY 

40 Features including 13 starring 

John Wayne 



5 SHOCK FEATURES 

Science Fiction Shockers 

33 MYSTERY FEATURES 

Ellery Queen, *elc. 

26 COMEDY FEATURES 

Olsen &, Johnson, Hillbilly, etc. 

137 SPECIAL FEATURES 

Full Length Features 

65 ONE HOUR FEATURES 

Edited for a One Hour Slot 

CLIFFHANGERS: 

202 CHAPTERS SCIENCE FICTIOff 
104 CHAPTERS JUNGLE ADVEN- 
TURE 

557 CHAPTERS HIGH ADVEN- 
TURE 

HALF HOUR PROGRAMS: 

STORIES OF THE CENTURY 
"Emmy" Winner for Best Adventure 
Series — 39 Half Hours 
FRONTIER DOCTOR 
Dr. Baxter in vanguard of Western 
civilization — 39 Half Hours 
STRYKER OF SCOTLAND YARD I 
Authentic case histories — 12 Half 
Hours 

COMMANDO CODY-SKY MAR* 
SHAL OF THE UNIVERSE 
Outer Space-Science Fiction Series — fa 
Half Hours 

WESTERN FEATURES: 

15 JOHN WAYNE WESTERNS 
'nuf said 

THE ROY-ROGERS-GENE AUTRWi 
LIBRARY 

67 Roy Rogers, 56 Gene Autry Fea-I 
tures, edited to 53.30 
14 ROY ROGERS FEATURES OF 
THE 50's 

9 available in color 

ACTION THEATRE OF THE 50'f?l 

60 Post 50 Western Features 

23 RED RYDER AND LITTLE. 

BEAVER 

Based on the syndicated comic strip 
150 OUTDOOR ACTION WEST- 
ERNS 

Gabby Hayes, Andy Devinc. B# 
Steele, etc. 

CHRISTMAS SERIES: 

THE "LITTLE STORY SHOP" 

5 Quarter Hours — B & VV and ColsS 



JAYARK FILMS CORP. 

733 Third Avenue, N. Y. 10017 

TN 7-3232 

Suite: 427 and 429 

Wallace H. Lancton, Sales Manager 

David Martin, Director Public Relations- Ad vertiSH 

BOZO THE CLOWN, GROUPS I 
AND 2 

156 six-minute cartoons produced fm 

TV, in color 
BOZOS CARTOON STORY BOQEJ 

52 cartoons featuring lead-ins M 

BOZO, in color 
HOLLYWOOD HIST-O-R AM A 
5-minute factual portraits of Hcufl 

wood stars 
JAYARK'S POST-'50 BLOCKBUSTij 
FEATURES 

54 features 
P A R A M O U NT-COL O R A M A POST" 
FEATURES 

22 action-adventure films* 



KING FEATURES SYNDICATE 

235 East 45th Street, New York, N. Y. 10<J17 

MU 2-5600 

Suite: 447 and 451 

Al Brondax, Director of TV 

Ted Rosenberg, Director of TV Sates,, East 

Maurie Greiham, Director of TV Sales, Wei ; tf 

Gene Plotnik, Director of Creative Services 

BEETLE BAILEY- BAR N F Y GOOG 
AND SNUFFY SMITH— KRAZY ■ 

150 new cartoons based on the fainit 

cartoon strips,, in color 
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MIKE" and "TV" PENS 

IN CONSTANT 




MIKE and TV pens are useful, lasting, beautifully hand- 
finished by jewelry craftsmen . . . your call letters are per- 
manently mounted in 3-DIMENSIONS! 

More in demand than ever before — MIKE and TV pens are 
being ordered by stations throughout the country in ever- 
increasing quantities. 

Just look at these "raves" from some of our "station" customers: 

"... 'Mike' pens— terrific for all our stations ..." —Bill Morgan, KLIF Dallas 
"... thank you for helping us create a true success story for KNX Radio. 
The impression that the KNX pens have made in Los Angeles is tremendous." 

—KNX Los Angeles, Calif. 
"... the 'Mike' pens have arrived and they really are great ..." 

— WEAS Atlanta, Ga. 

"... 'Mike' pens — the best promotion we ever had ..." — WXYZ Detroit 
"... excellent promotional pieces ..." — KXLY Spokane, Wash. 

"... our clients and listeners have been delighted with them ..." 

— WRDW Augusta, Ga. 
"... the hottest promotion item the station has ever had ..." 

— KWAM Memphis, Tenn. 

"... the finest quality I have ever seen ..." — KTCS Fort Smith, Ark. 

"... I think you have another winner . . . Everyone comments on them and 
the quality of your pens is outstanding ..." — WGR Buffalo, N.Y. 

"... very attractive and very effective ..." — WJTN Jamestown, N.Y. 





Reciprocal Trade Considered. Get complete information 
on famous "Mike" and "TV" pens, lighters, key cases and 
other promotional items. Ask us about our brand new 
Florentine, 14K Gold-plated lighters made in the U.S. 

Call HY FINKELSTEIN collect. 



IcxS© 



AD COMPANY 



65 W. 55th St., N.Y. 10019 (212) CO 5-4114 
Look for us at the N.A.B. Convention 

CONVENTION SPECIAL 53 • $3 



POPEYE 

220 TV cartoons staring Olive Oyl's 
boyfriend, in color 



NATIONAL TELEFILM 
ASSOCIATES, INC. 

8530 Wilshire Boulevard, Beverly Hills, Calif. 

OL 5-7701 

Suite: 453 and 455 

Berne Tabakin, President 

Pete Rodgers, Senior Vice President 

George Dietrich, Sales Representative 

Sheldon Lawrence, Sales Representative 

John Louis, Sales Representative 

Joseph Moscato, Sales Representative 

Chris Remington, Sales Representative 

CONFIDENTIAL PORTRAIT 

52 half hours about headliners in the 
news 

THE THIRD MAN 

77 half hours starring Michael Rennie 
PROBE 

52 half hour programs featuring Dr. 

Albert Burke 
MAN FROM COCHISE 

156 half hours of fast-moving modern 

western adventures 
HOW TO MARRY A MILLIONAIRE 

52 hilarious half hours about three 

lovely females 
THIS IS ALICE 

39 delightful half hours about a little 

girl and her family 
GRAND JURY 

39 action-packed half-hours of behind- 

the scenes action 
CRIME REPORTER 

78 half hours of authentic cases of 
crime detection 

TV HOUR OF STARS 

90 one-hour dramas starring Holly- 




YOU SHOULD HEAR 



M. Jay Corrinqton, Radio Operations Manager of 
KODE, Joplin, Missouri, says. "First let me say I 
believe the CRC library was designed by Radio 
Men ... I believe our image in the minds of 
our advertisers and listeners has improved greatly 
. . . Sponsor Identification Jingles . . . the great- 
est .. . give a local advertise closer identifica- 
tion with his national produce, but builds a quality 
image for his business." 



Hear "MONEY MAKER" 
Space A & B, East Exhibit Hall 

COMMERCIAL RECORDING CORP. 



wood's biggest names 
CARTOONS 

550 outstanding cartoons in black and 

white and color 
OPEN END 1964 

The 1964 season, featuring the most 

talked about people 
NTA 1— FEATURES 

12 full-color spectacular classic ad- 
ventures 

BIG SIX— FEATURES 

6 POST-1958 hard hitting dramas 
TOP RANK 

25 adventure, mystery, and comedy 

features (12 IN COLOR) 
PERIL 13 

13 one-hour mystery adventures PRO- 
DUCED FOR TELEVISION 

STORYBOOK MAGIC 

6 fully animated full-color first-run 

Storybook Classics 
FOX FEATURES 

461 award winning features produced 

at 20TH CENTURY-FOX STUDIOS 
NTA COLOR FEATURES 

52 color features with late release 

dates and big stars 



OFFICIAL FILMS, INC. 

724 Fifth Avenue, New York, N.Y. 10019 

PLaza 7 0100 

Suite: 435 and 437 

Seymour Reed, President 

Charles King, Vice President, Sales 

Len Bogdanoff, Director of International Sales 

S. Allen Ash, Mid-West Sales Mgr. 

Al Lanken, Southern Sales Mgr. 

Ed Simmel, Western Sales Mgr. 

Hal Williamson, Director of Advertising and Pro- 
motion 

BATTLE LINE 

World War II battles narrated by Jim 

Bishop, first run 
BIOGRAPHY I 

Lives of famous people narrated by 

Mike Wallace, first run 
BIOGRAPHY II 

Lives of famous people narrated by 

Mike Wallace, first run 
DECOY 

Adventures of a policewoman, stars 

Beverly Garland 
CARTOONS 

41 cartoons: Little King, Bunny Bear, 

etc. 
ALMANAC 

377 5-niinute films of great events, 

one for every day of year. 
GREATEST HEADLINES OF THE 
CENTURY 

260 5-minute films tell dramatic stories 

of this century 
SPORTFOLIO 

260 1-minute films of dramatic mo- 
ments in sports 
PETER GUNN 

114 episodes, off network, starring 

Craig Stevens 
MR. LUCKY 

Created by Blake Fdwards, John 

Vivvan stars, off-network 
YANCY DERRINGER 

34 episodes available after two years 

on network 
WIRE SERVICE 

39 one-hour nroerums, off-network 
MY LITTLE MARGIE 

126 half hours with Gale Storm and 

Charles Farrell, Off-network 
TROUBLE WTI 11 FATHER 

130 episodes, off-network, with Stir 

and June Frwin 
THE ADVENTURES OF ROBIN 
HOOD 

4 years on network: stars Richard 
Greene in 143 episodes 
STAR PERFORMANCE 

156 episodes, formerly Four Star Play- 
house 



INVISIBLE MAN 
Filmed version of H. G. Wells classic, 
26 half-hours 

FOREIGN INffelGUE 

156 episodes, Dateline Europe, Cross- 
current, Oversea* Adventure 



SCREEN GEMS, INC. 

711 Fifth Avenue, New York, N.Y. 10022 
PLaza 1-4432 

Suite: 457, 457a and 45? 

Jerome Hyams, Executive Vice President and 

General Manager 
Robert Seidelman, Vice President in Charge of 

Syndication 
Dan Goodman, Eastern Sales Manager 
Don Bryan, Southern Sales Manager 
William Hart, Mid'Western Sales Manager 
Frank Parton, South western Sales Manager 
Robert Newgard, Western Sales Manager 
Paul Weiss, Mid-Western Sales Representative 
Dick Campbell, South western Sales Representa- 
tive 

Willis Tomlinson, Western Sales Representative 
Marvin Korman, Director of Advertising and SaleS; 
Promotion 

COLUMBIA AND UNIVERSAL- 
INTERNATIONAL FEATURES 

Includes more than 350 post-'50 and, 

post-'60 films 
NAKED CITY 

99 hours, 39 half-hours of Emmy 

Award-winning action 
ROUTE 66 

Hour-long adventure series; 4 smash 

years on CBS-TV 
EMPIRE 

Hour-long adventure series in fn v 

color; stars Richard Egan 
TOP CAT 

Hanna-Barbera's funniest feline in 30 

full-color half-hours 
WINSTON CHURCHILL: THE VAL- 
IANT YEARS 

One of television's most prized and 

praised series; 26 half-hours 
"X" FEATURES 

15 post-'50 and post-'60 science fict« 

and exploitation features 
H ANNA-BARBER A CARTOONS: 
TOUCHE, WALLY, LIPPY 

156 five-minute cartoons in color 
FESTIVAL OF PERFORMING ARTS 

Twenty hour shows performed by con- 
cert, theatre greats 
MEDICINE OF THE SIXTIES 

24 hour episodes depicting aetjja 

operations 



SEVEN ARTS ASSOCIATED. .COiJH 

200 Parle Avenue, New York, N.Y. 100T7 
YUkon 6-1717 

Suite: 439, 441, 443 and 445 

W. Robert Rich, Vice President and General law. 
Manager 

Donald Klauber, Vice President and National Salt 
Manager 

Lloyd Krause, Eastern Division Sales Manager 
Jack Heim, Eastern Division Account Executive 
Robert H&ffman, Midwest Division Sales Mt 
Othur Oliver, Midwest Division Account ExecuKv 
George Mitchell, Western Division Sales M 
Alden Adolph, Western Division Account ExecuK 
Dave Hunt, Southwest Division Sales Manager 
Carl Miller, Southwest Division Account Executi* 
Leonard Hammer, Director Station Represented 

and National Sales 
Herbert Richek, Director of Operations 
Harvey Cherfok, Director of Advertising, Prom 

Hon and Publicity 

SEVEN ARTS" '"FILMS OF THE 5*01 
—VOLUME 1 

36 feature films from Warner Brds. 
SEVEN ARTS" "FILMS OF THE 'M 
—VOLUME 2 

41 feature films from Warner Bros. 
SEVEN ARTS* "FILMS OF THE Iff 

—VOLUME 3 

4 1 feature films from Warner Bin 
SEVEN ARTS' "FILMS OF THE L 
—V O LUM E 4 

40 feature films froth Twentieth Ce 

tury-Eox 



94 • 56 CONVENTION NEWS 



April 6, 1964 / SPOt* 



,| \ I N ARIS' "I II MS ()l I III M»'s" 
VOI UMI < 

S ^ fcatuic films fn>m \\ ai ned Urns. 
WAIN ARIS* "I II MS ()l Mil M)Y' 
VOI L' M I 7 

50 feature films from Twentieth ( en- 
(urv-l in 

,| VI N ARIS' "I II MS Ol Mil 50V 
VOI UMI X 

42 feature films from I wentieth ( cn- 
tiir\-l o\ 

I VIA ARIS' "I II MS Ol Mil* 50V 

VOI UMI- ( » (Part I) 

54 feature films from Universal 
I A I S ARTS' "I II MS Ol llll 50V* 
-VOI UMI- '> (Mart 2) 

54 feature films from Universal 
LVI'N ARIS" "I II MS Ol llll 50V 

VOI L Ml l > (I'art 

P feature films from Universal 
I VI S ARIS' "I II MS Ol I III 50V 

VOI. UMI l > (I'art 4) 

54 feature films from Universal 
I M S ARTS' "SIM CI Al. I I' A I URI'S" 

2(y Special l-eatures 

OSTON SYMPHONY ORCIIISIRA 

! j irM Series) 
13 one-hour TV Concert Specials 



I A I I S 

M one-mnmc 

color 
( III R( llll 

half-hour 
MAIIAI I A 
SIOR1 Ol 

half hour 



live conicth iivis in 



ORC 



I V Concert 



k 1 1 1 v snow 

featuring circus 



OS I OS SVMIMIOS1 
>| (Second Series ) 

M additional one-hour 
i Spec in Is 
I U I MM l"IT 
V> half-hours 
I'mnictt Kcllv 

t RAS'CI" 
2fr half-hour I rench lessons 
with Dawn Addnms 
AHA! IA JACKSON SIN'C.S 
82 5-miniite programs featuring 
halia Jackson 



SI RA 



Paris 



I , I III MAN 

I V Special 

JA( kSON SlS( ,S I III 
( IIRISI MAS 
( hristm.is I \' Spevial 
A ( IIRISI MAS ( \R()I 

I eat ure film ( hrisiiuas I \ Special 
OU I Ol I III- ISkWI I I 

10(1 s minute cartoons in color 



TELESYND, Division of Wrafher 
Corporation 

37S Park Avmut. N«» York, N Y 10012 

Pl.it.) 2 3210 

Su.ie 423 *«d 425 

Hjrdi* Fri«b«rg, President 

Sandy Frank, Vice President National Sales 
Herbert l«s«rut. Vice President 

I OM- RASCil R 

IM> Subjects | ' j I lour) I orcign and 

Domestic 
I OS I RASC.I R I I A I I Rl 

&h Mm. Color 
I A SSI I 

( 1 1 I lour) I oreign Only 

so r. prim on 01 i in ^ ukos 

7S Subjects (' < Hour) I oreign Only 

TRANS-LUX TELEVISION 
CORPORATION 



Murray Ob • fiti • «« V 

Kich«rd t «»ll«r , fasiefn ®% 
frcd 9 Frank, Jr , $ -gqM'oi 

MllVIrt 1 lew*. V ti 0v9 I f e f a % 

Arthur I M«fih«im«r, Wos'vf n * 
Retlyn K»t»n. C »4 *» r £ , 
n f il 6. ^ f *f y 



4 « I 



N#w York. 



10022 



625 Madison Avenue, 

Plata I 31 10 
Suite: 403 end 407 
Richard Brendl, President 

Richard Carlton, Vice President & General Sales 
Manager 




MA( k AS D ,\H I K I OR IIIRI 
2iM) clcv cn-.ind-a half minute all ne * 
slapstick lomcdv programs 

nil mk.ii n in r< i 1 1 s 

I'M) fivc-anda half minute i artnons in 

color and li/W 
I I I IX llll ( A I 

2f>0 foiir-minuic cartoons in tolas .tn I 

It W 
(.1 I SI SIIOI 

26 half hour shows of I tollo> v. >hmI s 

cclchritv world 
IS( \( | OPAI Dl \ BR I I AN S |( \ 
I II M I IHRAR^ 

More than 850 films, color and 

l ive to 30 minutes 
/OORAMA 

7.H half -hour tape-film shows prinlntCil 

at San Diego Zoo 
I I'S A WONDIRI Ul WORI I) 

V; half-hour color show.* from the 

most exciting places on eari h 
MAC.IC R(K)M 

y> half-hour tapes of people. pKu.cs 

and events 
TOP DRAW and AWARD I Ol R 
I I A I URF I II MS 

IN pri/e-w inning, international motion 

pictures 
JUNIOR SC It NCI" 

1l > ten-minute programs with cJuca 

tor. Dr. Gerald Wendt 
ANIMAL PARADI-. 



Personolities Avoiloble 
For Toped On-The-Spot Interviews 

. . And Introducing The Newest 

SESAC RECORDINGS 
Low-Cost Program Package 



The swinging sounds 

of ten all-star bands 

. . . ideal for 

programming anytime. 



COUNT BASIE 
LARRY ELGART 
WOODY HERMAN 
SY OLIVER 
KAI WINDING 



WARREN COVINGTON 
DUKE ELLINGTON 
RICHARD MALT BY 
EDDIE SAFRANSKI 
SI ZENTNER 



[He 

<■ P 
THE 



THE SESAC CELEBRITY SUITE— 

I at the 

|B CONVENTION CONRAD 
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Complete package 
of over 1 15 selections 
on ten Hi-Fi LP albums $1 9.95 

AUDITION THE BIG BANDS 



HILTON HOTEL • CHICAGO, ILLINOIS 

CONVENTION SPfCIAl $7 • 9J 



39 quarter-hours at Australia's Taranga 
Park Zoo 
AMERICAN CIVIL WAR 

13 half-hour documentaries based on 
Matthew Brady photos 



TWENTIETH CENTURY-FOX 
TELEVISION, INC. 

444 West 56th Street, New York, N Y. 10019 

COIumbus 5-3320 

Suite: 431 and 433 

George T. Shupert, Vice President 

Alan M. Silverbach, Dir. of Syndication 

William L. Clark, Eastern Division Sales Manager 

Crenshaw Bonner, Southern Division Sales Mgr. 

John P. Rohrs, Central Division Sales Manager 

Donald Joannes, Western Division Sales Manager 

Otis L. Smith, Account Executive 

Joseph Fusco, Jr., Dir. of Sales Promotion 



in bw 
in bw 



CENTURY I 

30 features: 16 in color. 14 

CENTURY II 

46 features; 34 in color, 

DOBIE GILLIS 

147 half-hours, starring Dwayne Hick- 
man, comedy 

ADVENTURES IN PARADISE 

91 hours, Gardner McKay, guest stars, 
adventures in South Seas 

HONG KONG 

26 hours. Rod Taylor as foreign cor- 
respondent, guest stars, adventure 

FIVE FINGERS 

16 hours, David Heclison, Lucianna 
Paluzzi, guest stars, espionage ad- 
venture 

FOLLOW THE SUN 

30 hours, Gary Lockwood, Brett Hal- 
sey, Barry Coe, Gigi Perreau, guest 
stars, drama 

BUS STOP 

25 hours. Marilyn Maxwell, Rhodes 
Reason, guest stars, drama 




YOU SHOULD HEAR 

Al Leiqhton. General Manager of KDLM, Detroit 
Lakes. Minnesota, says: "Spring came early to 
KDLM, for C.R.C.'s Program Service breathed 
new life in the sales force. Not iust the sales 
force either, because the announcers certainly 
enjoy the quality production and music of the 
service." 

Hear "MONEY MAKER" 
Space A & B, East Exhibit Hall 

COMMERCIAL RECORDING CORP. 
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CRUSADE IN EUROPE 

26 chapters, Eisenhower's personal ac- 
count of World War II 

ANATOMY OR CRIME 

Hour documentary on crime in U.S. 

WAR TO END ALL WARS 

Hour documentary on World War I 

THE BEST OF CHARLIE CHAN 
21 Charlie Chan Feature Films 



UNITED ARTISTS CORPORATION 

555 Madison Avenue, New York, N.Y. 10022 
MUrray Hill 8-4700 
Suite: 411, 415 and 419 
UNITED ARTISTS TELEVISION 

M. J. "Bud" Rifkin, Executive Vice President, Sales 
Pierre Weis, Vice President & General Manager, 

Syndication Division 
Barry Lawrence, Director of Public Relations 
Ken Joseph, Division Sales Manager 
Dick Lawrence, Division Sales Manager 
Jim Weathers, Division Sales Manager 
Edward Broman, Vice President, Chicago Office 
Jack Martin, Sales Manager, Western Division 
Leon Bernard, Account Executive 
James Ricks, Account Executive 
Robert Reis, Manager, Special Projects Division 

UNITED ARTISTS ASSOCIATED, INC. 

Erwin H. Ezzes, Executive Vice President 

Arthur S. Gross, Division Supervisor, Western & 
Southwestern Divisions 

John McCormick, Division Manager, Central Divi- 
sion (Chicago) 

Jerome Wechsler, Sales Manager, Central Division 
(Chicago) 

Amos Baron, Division Manager, Western Division 

(Los Angeles) 
Paul C. Kalvin, Division Manager, Eastern Division 

(New York} 

Vernon Christian, Division Manager, Southwestern 
Division (Dallas) 



UNITED ARTISTS TELEVISION 

DAVID WOLPER SPECIALS 

Group I . . . Six hour-long documen- 
taries of Our Century in Action 
Group II . . . Six exciting and signif- 
icant documentaries of our time 

HUMAN JUNGLE 

Herbert Lorn stars in 60-minute Ad- 
ventures of a Psychiatrist 

EAST SIDE-WEST SIDE 

George C. Scott stars as Neil Brock, 
metropolitan social worker 

NEW PHIL SILVERS SHOW 

It's laughs! laughs! laughs! when Phil 
runs the factory 

STONEY BURKE 

Jack Lord stars in the adventures of 
a rodeo rider 

ANN SOTHERN SHOW 

Ann Sothern stars as Katie, irrepres- 
sible hotel manager 

SEA HUNT 

Lloyd Bridges stars, exciting under- 
water series 

HIGHWAY PATROL 

Broderick Crawforil as Highway Patrol 
Chief 

BAT MASTERSON 

Gene Barry as the famed cane-wielding 
western hero 

TOMBSTONE TERRITORY 

Pat Conway, Dick Eastham in Tomb- 
stone Epitaph tales 

LOCK UP 

MacDonald Carey as attorney for un- 
justly accused 

AVAILABLE IN COLOR 

RIPCORD 

Skydiving adventures 
LEE MARVIN PRESENTS—LAW- 
BREAKER 

Documentary series re-creating police 

file cases 
EVERGLADES 

Adventures set in fametl swamp area 
SCIENCE FICTION THEATRE 

Fiction-drama based on scientific fact 
KEYHOLE 

Jack Douglas" camera reveals unusual 

facets of real life 



MR. DISTRICT ATTORNEY 

Adventures of a Champion of Justif 
I LED THREE LIVES 

Richard Carlson stars as citizen, con> 

munist, counterspy 
MEET CORLISS ARCHER 

Ann Baker stars in Family Comedy 
BOSTON BLACK! E 

America's Best Known Mystery-Detefr 

tive Series 
FAVORITE STORY 

Adolph Menjou presents dramas frotg 

the Literature of Many Countries 

UNITED ARTISTS ASSOCIATED, INC. 

UA SHOWCASE 2 

40 Features, largely comprised of posj 

'57 films 
7 PREMIERE RE-ISSUES 

7 select films presented together foi 

the first time 
UA SHOWCASE FOR THE SIXTIES 

33 post "50 action Features 
UA A-OKAY's 

32 post '50 action Features 
UA BOX OFFICE GROUP 

26 post '50 action Features 
POPEYE CARTOONS 

234 Theatrical animated Popeye C&r 

toon adventures 
WARNER BROTHERS CARTOONS 

337 Theatrical animated Bugs Burrny 

Daffy Duck, others 
RKO FEATURE LIBRARY 

400 greatest RKO Features ever maifd 
WARNER BROTHERS FEATURE 
LIBRARY 

761 great productions — greatest actior 

stars 



WARNER BROS. TELEVISION 
DIVISION 

666 Fifth Avenue, New York, N.Y. 10022 
Circle 6-1000 
Suile: 405 and 409 
Joseph Kotler, Vice President 
William P. Andrews, Western District Sales Mgr. 
John W- Davidson, Southeastern District Sales MJ[r 
Michael S. Kievman, Central District Sales Manage 
Jack E. Rhodes, Northeastern District Sales M|j 
William G. Seiler, Southwestern District Sales mm 
Gordon A. Hellmann, Sales Promotion Manage 
Benjamin DeAugusta, Sales Service Manager 



WARNER BROS. ONE 

25 features: 19 released in 1 959-1 960 
17 in color 

THE GALLANT MEN 

26 hours, drama based on World Wat 
II infantrymen 

HAWAIIAN EYE 

Private eye finds danger in exotic 

Hawaii, 134 hours 
CHEYENNE 

107 action-packed hours, starrinc bv. 

Clint Walker 
MAVERICK 

Stars James Garner and Jack KeH$ 

124 hours 
77 SUNSET STRIP 

One of TVs top series. Stars Efreffi 

Zimbalist. Jr. 
SUGARFOOT 

Lankv, likable Will Hutchins stiB 

69 hours 
BRONCO 

Starring handsome, two-fisted T| 

Hardin. 6S hours 
SURFSIDE 6 

74 hours of mystery anil glamour. \\j$p 

I rov Donahue 
1 HE ROARING 20s 

45 rollicking hours, starring Dorafl 

Provine 
BOURBAN STRFET BEAT 

Stars Richard Long and Andrew Du> 

gan. 39 hours 
LAWMAN 

156 fast-moving half-hours, starrlffj 

John Russell 
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It's on the verge of being rather popular. Better hurry. 






Spotlights Richard Boone as star/host; supported by a hand-picked 
repertory company of known performers and talented new faces; 
appearing in specially commissioned teleplays by a distinguished 
group of writers. 25 original hours which will add ^|JQ p|L|y|§ 

audience, sponsors, and stature to any station lineup. 30 rockefeller plaza ny 20 
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THE WEEK IN WASHINGTON 



WASHINGTON BURFAU , Washington . D.C., April 3 1Q' U 



Tug-of-War 
Continues 



Advocates 
BlWrce 



Indies 
Versus Nets 



Broadcaster-advertiser relations are now su > c t t a 
four-way stretch--but the LeRo\ Collins' pull, wit 
backing of Sen. Pa store , still seems to hold str n r . 

A recent entry into the broadcaster-advertiser relation- 
ship was report of BBDO's "Channel One" surve\. Ad\er- 
tisers were told that broadcaster hul la aloo over pig - 
backs, clutter and bi 1 lboard inc. should not be taken too* 
seriously. Sponsor's messages ma v carrv fust as well i 
this conglomeration, was the agency surve\ messa e . 

The week previously, former FCC Chairman Newton Mi now 
had advised broadcasters to divorce themselve s com- 
p 1 e t e 1 y from advert i ser influe nce . 

Keep Madison on its own street, in program matters . and 
use magazine concept for ad placement, in th grand man- 
ner of the free press, was Minow* s advice. 1 t used to 
be noted, in Hill hearings of some vears back, that ads 
do seem to land nea r pertinent or pr i e pages in th 
press, and costs are in proportion: food, fashions in 
the women's pages; liquor, cars in general news. tc. 

True editorial convenience it was pointed out, mi It 
be better served bv simply bunching all the ads to ether 
at the end of t he paper . 

A third suggestion is for a companionate marriage e - 
tween adve rt isers and independent program svnd ica tors 
and broadcasters who want more non-network owned pro - 
gramming to choose f rom . 

Thi s is the suggest ion of Ash rook Br\ ant , head of t e 
FCC ' s Office of Network Study , in his report whic w u Id 
bar 50°* of prime time to net-owned programming . Brvant 
has said: "Advert isers and producers make up a com - 
petent deci sional bod v that is presently locked off 
f rom f inane ia 1 and c reat ive competition in p roe ra renin 
for network prime time." 



This viewpoint doe s not nece ssa r i 1 \ rule out a ma az in«. 
concept of commercials placement. But if roadca sters , 
producers and advertisers put their r ads t et er for a 
new era in independent programming, t e in nuit e Id 
possibly devise non- interrupt iv c coram rcials place- nt. 

The fourth and so far stron est 1 ad in r a 4 c a « t r- 
advertiser relations has een t e NAB llins appr ac : 
This would be a real m Id for vol ntar\ impro <.m nt i^ 
the "appearance" of overcommerc ia 1 i ?a t i on h ai is 
act ion before the FCC and the Hill and per aps ' a v \ 
inroads, as Rep. Oren Harris warns force c an far 
more drast ic in TV and rad io spon orship. 



THE WEEK IN WASHINGTON 



Liquor Ads 
Scored 



Self-Regulation 
Emphasized 



Collins Named 

' Speaker of Year' 



The instant action by Sens. Magnuson and Pastore , when 
WQXR broke the broadcast abstinence from hard 1 iquor 
advertising , will give Collins a strong talking point . 
The Magnuson-Pastore communications powerhouse pointed 
out very expl icitly that when voluntary self-regulation 
in liquor advertising broke down, there was no choice 
but hard and fast regulation . 

It may be remembered that when Sen. Pastore in October, 
1963 , exchanged letters with NAB president Col 1 ins , and 
advised industry to get together , he did not refer to §j 
"appearance" of overcommercial ization. He spoke of 
"mounting criticism" and of frequency, and of clutter g 
station breaks , when he mentioned broadcast advertising 
And he asked , "What are you doing about it?" 

NAB' s convention guest speaker Rep . Oren Harris , 
chairman of the House Commerce Committee, is fuming 
along the same 1 ines . Heavily on the side of self- 
regulation for broadcasters , Harris has scolded the W 
stray from grace , and has made it plain that in matters 
of liquor and of cigaret advertising, broadcasters had 
better get self -regulatory religion — or fade possibly 
drastic government dogma. 

To LeRoy Collins , whose get-togethers with Madison Ave. 
have been increasingly persuasive , the Minow speech and 
the WQXR incident must seem a painful bit of boat-rock- 
ing at this particular time. The convention fanfare 
over the newl y furbished "Do It Ourselves" embl em will 
have a few faltering notes to cover. 

It seems an added bit of irony that the year the broad- 
caster whisky dam cracked--is the year NAB has 
Evangelist Bil ly Graham to address the closing luncheon 

Speaking of speaking : NAB's president has been named 
winner of the Delta Sigma Rho-Tau Kappa Alpha Society's 
"Speaker of the Year" award for 1963 . 

Coll ins , winner in the field of national affairs , is th 
first to be named in this field since the late Preside^ 
Kennedy received the award in 1960, from the national 
speech honor society. 

Collins was singled out for his work in giving broad- 
casting a new publ ic image . 

Mrs . Annabel Hagood , past president of Tau Kappa Alpha;,, 
and chairman of the awards board , said: "He has been 
a forthright and courageous leader in the broadcast 
industry. While making clear his philosophy that the 
is always room for improvement . . . he has spoken 
vigorously against increasing government regulation 
of that industry. " 



too 




DIRECTED ... and DEDICATED ... to BUYERS ! ! 

lucre are 2.000 national timcbuycrs. Another 2.000 — 4.000 may have some influence on the 
•prchase of time. This is the specialized audience that enthusiastically reads and uses SPONSOR. 
V: edit SPONSOR 100 r r for buyers — not sellers. We do it with news. We do it with fca- 
trgs. We do it with "how-toY*. We do it with think pieces. 

1? 
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1J Fifth Avenue New York 10017 212 MUrroyhill 7-8080 
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TIME Buying and Selling 



SRA to NAB: 'We'd 
like to be full mem 



In an "Open Letter" to NAB, Station 
Representatives Assn. director 
Larry Webb airs an industry problem 



BROADCAST STATION REPRESEN- 
TATIVES, as constituted today, 
bear little similarity to those of 
forty years ago. In those days a 
representative firm consisted of the 
owner and perhaps a secretary with 
one office. Today, you will find 
firms with staffs numbering over 
200 people, doing business from as 
many as twelve strategically located 
offices. Highly skilled and well 
trained personnel maintain that all- 
important contact between broad- 
cast stations throughout the country 
with the advertising agency centers 
where most national advertising 
originates. In the field of television 
alone, according to the latest FCC 
figures, representatives furnished 
television stations their largest 
single source of revenue, exceeding 
both local and network revenue. 

In 1962, national spot sales for 
which station representatives are 
responsible, accounted for 41% of 
all revenue to television stations, 
while networks accounted for 40%. 
Local revenue accounted for the re- 
maining 19%. 

If estimates are not too far off, 
station representatives accounted 
for an even larger share of the 
revenue which went to television 
stations in 1963, when total national 
spot revenue exceeded an estimated 
$600 million. 

In the field of radio, station rep- 
resentatives accounted for 3 1 % of 
all revenue to radio stations in 1962, 
while networks accounted for only 
69? of the total. Local sales ac- 
counted for the balance of 63%. 

But this is far from being the 
whole story. 

Station representatives are the 
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closest possible confidants and ad- 
visors to broadcast stations. They 
not only work with stations on sales 
approaches, on building rate cards, 
on research, sales promotion, audi- 
ence development, program analy- 
sis (and in some cases billing, col- 
lecting and guaranteeing payment 
for time sales), but in the myriad 
of day-to-day, hour-by-hour opera- 
tional problems of broadcast sta- 
tions they represent. Station rep- 
resentatives are truly the national 
sales arm of broadcast stations, 
covering every major city in the 
United States. 

When the National Association 
of Broadcasters were formed, years 
ago, by-laws were formulated set- 
ting forth the qualifications for ac- 
tive and associate membership. The 
NAB, as its name implies, was 
founded as a broadcasters' associa- 
tion, and, therefore, those persons 
owning broadcast properties, li- 
censed by the Federal Communica- 
tions Commission, were eligible for 
active membership. All others as- 
sociated with the business of broad- 
casting were eligible for associate 
membership in the organization. 

However, the association made 
one outstanding exception to the 
rules governing membership. The 
networks, never licensed by the 
Federal Communications Commis- 
sion, were granted for membership, 
with representation on the Associa- 
tion's Board of Directors. (Let us 
not confuse networks with network 
owned-and-operated stations, who 
are eligible for active membership in 
the association on a station by star 
tion basis.) 

Station representatives, on the 




Lawrence Webf 

other hand, fell into the categon 
of "all others" and, despite their 
tremendous importance to the W% 
fare of broadcast stations, they «|Jj 
remain in that category under ths, 
archaic NAB membership rules. 

I contend that station represent 
lives should be recognized by th| 
National Association of BmB 
casters as an integral and vital pll 
of this industry, and eligible HI 
full and active membership in iW 
Association. 

Granting active membership tc * 
station representative firms wouli' 
not only afford the National Asm} 
:iation of Broadcasters additimrjrf 
revenue, but would tap a reserve! 
of manpower and broadcast "knfjf 
how" for active participation ii 
the Association's affairs that M 
been too long neglected. 

The Board of Directors owe | 
to the membership of the NAB ft? 
make this subject the number oilf 
item on the Agenda for their 



board of Directors' Meeting. ■ 



QliOtr from the Fclu ii;u \ I ( J6 1 
i>M.r uf SrONSOH : 

* s lii('icariii*; evidence nf the pinwiiip in\ <d\ ciiiciit <if 
IfL t>niiidr»"«h*v , » in e\ ei\ area of public mt\ in* . . . \% i 1 1 1 
flit* miiitiiinceiiiciit tluit a Idiir-rililuiu imlu-lrv coiu- 
Hiittet* i* underwriting a writ"* of . . . TV turcinU ilc- 
-igiifil to give liiiiiiaii-iulrre-t treatment tu tlie United 
Nations global activities . . 



Now dim* vmri ami :w "IVrUIN \TIO\ M. /DM." 
program* later, I nilcd Nations Television hai \ id>-u 
team-, in llie lie Id t limngliniit the world, •dniutinp 
special malerial for I ] n- n pemning l')l>\-]')<i~> hth'«, 
SJM )N>( )]\ U liappv to eiinlriliiiti' llii» »pa< e to I In- ( >, 

hh()\dcasti:h> co.m.mii ki: for the i m i i:i> 

NATIONS for having initiated this important non- 
profit project in international understanding. 



UNITED NATIONS TELEVISION 



TEAMS ARE NOW ON 



SPECIAL ASSIGNMENT IN 




Africa 




Middle East 
Latin America 



TV stations can secure the "International Zone" 
series, retain prints for repeat showings and arrange 
lor official correspondent accreditation at UN Head- 
quarters on inquiry to: 

Mr. Tom Shull. Chairman 

U S Broadcasters' Committee for the United Nations 
230 Park Avenue 
New York 17. N Y. 

or 

Mr M chael Hayward 
Chief, UN Television 
Room 847 

United Nations. New York 



FOR THE 1964-65 SERIES 





Featuring ALISTAIR COOKE 



0. S. BROADCASTERS' COMMITTEE FOR THE UNJTEO NATIONS Tno^ai 8 S^u « C*a r**ian a* r moAd B * 9- 6*3tt Civcut V P NBC t r C*a a ■ a* c w «> 
Pres»dent. Transcontinental Television, Secretary- Treasurer ft w ll am k$ a^btS. Mat»ar>a pFegra^ Manas^r wrest p£>t©-u%® 8 tts>& <$z»%i C^a Pr-©$'j 

EXECUTIVE COMMITTEE- Mrs A Scott Bullitt. President k ng Broaocait ng Co»^mr ■ Roc** 1 w C pp V p stacs*© an«s TV Q*v r > a-s * - - s« ■ 

Mvrphy, President, Crosley Broadcasting ■ F S Gilbert. General Manage^ T *^<? t *# BtMKfccasten ■ Ma»-o d G'a^s Ma^jg;*? *SD-Tv S' to^ s D ips' * ■ ft* ■ «.v « 

V P., KPRC TV, Houston Post ■ C Hoi»a?d Lane, V P, KO N TV. Port an»$. Ofion ■ 0>na d McGantiasn. P?*s*4*«nt ^©st ^g^xKr^ 0?^tSc *8t g ■ ft <kS# f>»'# 
President. Corinthian Broadcasting Corporation ■ A Lous Read VP wOSU TV Nf* O? aans La ft ja^^s $ei Cor**??* M<a"ac** Tv f>j " D 

Sinclair, President. WJAR TV, Providence, R I ■ Geo' a* Stores it President Slot' Bt^adcatt r>t ft P A Su£i Mwa'-f M*^e«.f ft g»n *»«t v p * QC t * a a 
Citjf. Okta 

$ T1'<$£,r t£ & & ([fit f 
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riME / Buying and Selling 



Computer to accelerate 

concept of marketing, says Petry v. p. 




William Ii. Rohn 



The rapidly increasing need for the 
broadcast media to define their 
effectiveness in marketing terms was 
the theme of the key speech given 
at the dinner meeting of the Ar- 
kansas Broadcasters' Association by 
William B. Rohn, viec president 
and marketing director of Edward 
Petry & Co., Inc. last week. 

Two faetors will aeeclcratc the 
use of the marketing eonccpt in 
selling on the part of radio and 
television stations and their repre- 
sentatives, aeeording to Rohn. One 
is the increase in automated retail- 
ing and the vital need to pre-scll 
the consumer in this era of super 
grocery store shopping. The seeond 
Factor is the growing importance of 
the computer in timebuying and in- 
creasing reliance on the part of ma- 
jor ageneies upon electronic data 
processing in their selection of me- 
dia. 

This trend, aeeording to Rohn, 
not only makes it necessary for sta- 
tions and their sales representatives 
to have and to exercise a greater 



understanding of marketing in their 
approaeh to selling, but also re- 
quires that more and more demo- 
graphic and market data be pro- 
vided by media for the care and 
feeding of the computers. The logi- 
cal way to eope with this problem 
is for stations to interpret and pre- 
sent their sales story in the market- 
ing terms whieh fit an individual 
national advertiser's needs most ap- 
propriately. 

"We can no longer be content to 
eope with the already appropri- 
ated dollars," stated Rohn. "We 
must aet before the appropriations 
are made. 

"If your national representative 
is to do a creative selling job, if he 
is to be more than a statistical elerk 
playing button, button, who's got 
the eost-per-thousand button, you 
will have to provide him with the 
alternative. 

"Market planners, and indeed 
media planners, should be provided 
with greater knowledge of your 
market, the people you reaeh, their 
size, shape, habits, peculiarities and 
problems. The advertiser is inter- 
ested in your market only as it 
relates to his problems. If we arc 
to sell him we had better do a 
little digging in order to find out 
how we can fulfill his specific re- 
quirements. 

"For the sixties, the ability to di- 
versify your ereative sales efforts 
will be most important, in view of 
the heavier competitive sales pres- 
sures. Therefore, the kind of cooper- 
ation you give your national rep- 
resentative in reaching the adver- 
tisers' marketing men may very well 
be the one area in which you ean 
do most to insure your maintenance 
of your market's position in their 
planning and your own competitive 
position in your market. 

"Remember this — an advertiser 
takes a good look at your territory 
and his sales or potential sales in it 
long before he considers allocating 



the budget to advertise there. Mzdn 
decisions are often the last decisions 
made. But don't assume for a mdJ 
ment that they know all the an. 
swers. Not about your market. Hfm 
as well as you know it. Don't fm 
get they have to rely on men in thl 
field to keep them informed. 

"Going up the ehain of eommaiu 
their information is often fourth 
fifth and even sixth hand. Often if 
months old and perhaps even dl 
torted a bit by its telling and r 
telling. 

"It is already a must for broad= 
casting stations to maintain diree: 
relations with local, district and re- 
gional eontacts of national adver- 
tisers. It is now also imperative 
that stations establish a direct Hoi 
of communications with the deci- 
sion-makers of these organization* 
if the maximum sales potential i.j ; 
to be achieved. 

"Your national representative 
should be a vital link in this ehain 
He's a missing link if you don'i 
keep him informed." 

Treyz forms 
TV rep firm 

Oliver Treyz, founding preside.il 
of TVB, subsequent president ■ 
ABC television and most reeertflP 
vice president ol 
Revlon, yester- 
^g^^^^L day announced 
W 1 formation of Na- 

^1 «r^% tional Televisionl 

k Sales, lne., ne^ 

sales rep firm tar 
BP^^^^^L ' ^ stations 

/ , rvr Asso e i ate ? 

with Treyz \fflji 
be Jack Mohler, joining from StOfSfJ 
Television Sales: Tom Judge, form- 
er general manager of CBS Tele vi- 
sion Production Sales: Bob BaSw 
former CBS Television aeeount ,dq 
emrtivc; and John Upstorr, ere at 
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and co-producer of the a»aul win- 
ning Wcstinghoiise series. Career. 

National Television Sales, Inc., is 
temporarily located at 441 Lexing- 
ton Ave., New York, until pcrma- 
|nsnt offices can he occupied in a 
Mid town building now under con- 
struction. 



TV sprinkler pitches 
lie baseball to lawns 

An intensive TV spot campaign 
Involving 30 markets h;is been 
.mnclicd by Melnor Industries to 
oineide with the start of the ba se- 
ra II season. 

Spots on 33 New York Yankee 
lames stress the similar care that 
hoth n hiwn and a baseball field 
hould have during the spring and 
umtner seasons. Melnor is ;i lead- 
ng manufacturer of lawn and gar- 
den sprinklers and watering ucces- 
ories. 

. After the initial baseball impact, 
ke filmed spots will be aired at day- 
Inie and prime nighttime periods 

nd will run into July. 
Melnor's affinity for turf resulted 

i the firm's co-sponsorship of triple 

rovvn racing in 1962 and 1963. 

mjth Greenland is the advertising 

gencv. 



Trotters racing on 17 
" 'rations in N.Y. area 

The Trotters at Roosevelt Race- 
ay are also going through their 
aces more than 200 times per week 
n 1 7 radio stations in the New 
ork City-Long Island area. 
I" The radio spots, complete with 
I blinds of harness racing at the 
. oosevelt. L.I.. track, are sched- 
; eel to run to May . Smith Green- 
nd is the aeencs. 



TV ad campaigns 
Kaiser Foil planning four-week 
M TV campaign in major m ar- 
il) through Young & Rubicam 
May 15 set as promotion start 
r Coppertone. Solarcaine. and 
lick Tan via La-Spiro-Shurnian's 
em phis office . . . Spring cam- 
ign in 175 radio markets under- 
n by Pontiac. most one-station 
'\s . . . Bruce B. Brewer bali- 
ng 10-week spot campaign lor 
ultless Starch Co. 

■ aiian cam paign for four 



weeks ol I \ spots Ixinu uadud 
lor Wmo starch and S.illol.i prod 
nets v i.i Johnson \ I ew is Win 
nis-Bi audou bin ing spots lor \S est 
em Auto promotion Pearl Brew 
ing, through I r.icy -I ih. ke, Dallas, 
hu\ ing in southern states outside 
of I e\as. 

Japan Airlines begins radio cam 
paign in 20 markets, mainly using 
l*M. Agency is Botslord. Constan 
tine iK. Gardner . . . ( hemieal Com 
pounds. Inc.. buying tune through 
Standard A. O'l lem lor its S I P 



motor oil cmici ntr it*. InU r 

national Milling ( o i ad) in I V; 
wttk tall sthedutt b r its I<« bin 
I!o«hI Hour brand 

Delta Airlines adding to its total 
ol i.ulio and I \ \\m.iI\ for \ew 
^ i rk World's I an pioniotion \ ia 
Hurke Dow ling Adams BBDO 
preparing spring western-states <_ani 
p.uun for Standard Oil of (ah 
lorni.i . I wentv five southern 
markets now spotting Allied I >kkK 
I \ commercials handled In BBDO 
in Atlanta. 




YOU'RE ONLY 

HALF-COVERED 

IN NEBRASKA 
IF YOU DON'T USE 
KOLN -TV/KG I N -TV! 




AVERAGE HOMES DELIVERED 


PER QUARTER HOUR 




(Nov., 1963 ARB — 6:30 la 10.00 p.m.f 


UNC01N-UND* "A - * 




(K01N-TV KGINTVJ . 


38.000 




S6.S00 


OMAHA "B" 


S3.900 


OMAHA "C" 


50.000 


IINCOIN IAND* "B" 


26,200 


IINCOIN IAND* "£•■ 


.18.700 


•U»(el«-Masiing» Stfonwf 





°\at'cmhfr % J I Nfi H nLtne Noting f9»optHiis»i t 

aw >Ptlimt$t<Pt esa^^-fl t» 4e-f<r<tt* and /t*w»« 

g&lmn « of loMftfip mntv nest as%*i m<r% h&=t *. &n<£ csa af 
sritsy not fa& et€Cter«2$'S > «*ib starve s?/ sstidtv 



Lincoln -Land is now 
nation's 74th TV market!* 
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Masla reps publish 
a monthly newsletter 

The new Jack Masla & Co. news- 
letter, It's About Time, makes its 
debut with an April issue. The na- 
tional station representative firm 
plans to publish monthly the ac- 
tivities of its "Maslamcn" around 
the country, highlighting current 
campaigns and buys. 

Other features include items 
about the firm's stations and station 
men, interviews with leaders in 
broadcasting, and ideas and 
thoughts about the industry. 

Food firm enters TV 
with spots in Chinese 

Television commercials in Chinese 
will be the most unusual facet of 
LaChoy Products' promotion for its 
line of Chinese food products. The 
10, 20, and 60 - second spots, 
through Maxon's Detroit office, will 
also mark La Choy's first major 
use of TV. Sonic radio spots will 
be used as part of the campaign, 
which is scheduled to run until the 
end of the year. 




YOU SHOULD HEAR 



Kenn Kendrick of KENN Radio, Farminqton, New 
Mexico, says; "On all points of the 'Money Maker' 
quote me enthusiastically." 

Hear "MONEY MAKER" 
Space A & B, East Exhibit Hall 

COMMERCIAL RECORDING CORP. 



IIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIIM 



JERRY RETTIG: 
value of market trips 
The value of market trips and sta- 
tion visits cannot he stressed 
enough, for not only do you "get 
a feeling for the city when you're 
actually there, you have a chance 
to meet and get to know station 
personalities," says Jerry Rettig of 
Grey Advertising. Jerry is timebuyer 
for Ideal Toy, Greyhound, and 
Phillips-Van Heusen, among other 
accounts, and feels his insight into 
his work is enhanced by meeting 
"face-to-face" with the station peo- 
ple he deals with during the course 
of his buying activities. The personal 
touch and the feel to be gotten for 
the market area ail add up to "sta- 
tion trips being a wonderful idea," 
he continues. Jerry joined Grey in 
late 1959, coming from a timebuy- 
ing stint at Dancer-Fitzgerald-Sam- 
ple. His stay at DFS was interupted 
by a two-year hitch in the Navy that 
took him to Europe, the Middle 
East, and the Caribbean. This tour 
of duty and the travel it involved no 
doubt has contributed to his in- 
quistiveness and desire for first-hand 
knowledge that enables him to do 
a better job. He received a B.S. de- 




gree in 1955 from New Yorl 
University's School of Commefjfe 
where he majored in marketing ani 
was a journalism minor. Jerry, I 
born and reared New Yorker, I hi' 
in Manhattan, which enables him tc 
walk to work each day. In 
leisure time he enjoys a good garm 
of bridge, 
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Yardley returns to TV 
for 30-week promotion 

After an absence of seven years, 
Yardley of London has returned to 
TV with a heavy schedule of 20- 
sccond spots in 16 markets in a 
promotion for the firm's line of 
men's and women's products. 

The spots continue until July and 
resume in the fall to run to the end 
of the year for a total of over 30 
weeks. Commercials, all in prime 
time in or between top-rated net- 
work shows, were prepared by 
Doyle Dane Bcrnbach. 



Swank ready for dad 
with June spot promo 

Swank plans a ten-day spot TV 
campaign in June prior to Father's 
Day to promote its Jade East line 
of men's toiletries. The promotion, 
through Shaller-Rubin, will utilize 
at least 150 one-minute filmed spots 
and will mark the first use of TV 



for the firm outside of recently con 
ducted tests in Atlanta, Los A*ff| 
gcles, and Detroit. 

Major markets chosen for th 
spots include Atlanta, Chieia| 
New York, San Francisco, iKS 
Washington. Additional marktt 
may be added before the campa|l 
gets under way. 

Chinese, Spanish mix 
food and sports on TV 

Miami's Hong Kong Chinese rm 
taurant is now one of the sponfM 
of a new Spanish-language hun]| 
and fishing show aired Sunday 
WLBW-TV. 

Although people may not readib 
associate Chinese cuisine with Span- 
ish tastes^ Chinese cooking is qflJU: 1 
popular with Latin Americans* es- 
pecially Cubans, who comprise m 
bulk of the large and rapidly grJ| 
ing. Spanish-sneaking population 1i 
the south Florida citv. FrosrarQ V 
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It led Kxnnm tie ( mti v I'c.sitt and 
, hosted In Cuban-born sports- 
lal) Alberto Gandcro. 

Among the show's oilier spoil- 
ers, the Latin American division 
f Fncyclopcdia Britannica recently 
eld fl eon test on i lie program with 

complete set of encyclopedia in 
panish as the prize. 



Eastman names Burton 
.p. and board member 

William K. Burton h;is been 
amcil vice president and elected to 
ic board of directors of Robert 
Lastman Co.. 
national station 
representatives. 
T h e double 
» honor is in rec- 
yb* ** X ognition of Bin- 
Ion's outstanding 
^4fiL j □ sales achieve - 
M]l J nienis as niau- 
J^B\T *l ager of the De 
Burton troit office, pres- 

i d c n t Robert 
ist ni an announced. 
Prior to joining Lastman in 1961, 
urton had held account executive 
Xts with National Advertising Co., 
Archer-Peck & Lewis, and Kwik 
line Manufacturiim. 



RA to hear Rogers 

Station Representatives Assn. has 
nounced principal speaker at its 
venth annual awards luncheon 
2S in Waldorf-Astoria will be 
e single most influential man in 
ingress in determining the future 
commercial broadcasting from 
v standpoint of the broadcaster, 
vertiser. and agency" — Rep. 
liter K. Rogers ( D., Tex.), chair- 
n of House Subcommittee on 
'mimunicatioiis and Power and 
uking member of Interstate and 
* reign Commerce Committee. 



William Condon li.is beui dcsig 
nated lo fill Shapiro's former east 
em sales manager post Condon's 
old position as midwest sales man- 
ager has been filled with the ap- 
pointment of Robert M Williams, 
who had been an account executive 
in the New York office 

Shapiro, a 1 6-year broadcasting 
v eteran, joined TvA R in I k )U I and 
later that year was named to his 
former post He had been with 
Harrington. Righter and Parsons 
and before that had been an ac- 
count executive for CBS "I V Spot 
Sales. I le has also serv ed as general 



sales iiialiagci with \\ ( \l I \ 
Philadelphia 

\ tuiK'buvcr lor ( ieollrey Wid 
Advertising, in ( hk.i »o, ( i ndun 
had last served as an account i\ 
cent iv e for the K.it/ AguKV to. lor 
joining IvAR mthc same e.ipacitv 
in IMS'* He was named to hi 
former post in I MM 

\\ illiains had Iven w ilh ( MS \<J 
work I V Sales before joining I v \R 
in IM63 Before that, he w as w ith 
CBS- 1 V Spot Sales for seven vears 
lie began his broadcast in 1; career 
as an account executis c with Har- 
rington, Righter and Parsons 



WHAT'S IN THE MIDDLE 
MAKES THE BIG DIFFERENCE 




..and, IN PENNSYLVANIA, IT'S 

WJAC-TV 

To keep the big Pennsylvania 
"middle" market charging ahead-- 
you need WJAC-TV. This is the 
one station that attracts the huge 
"million dollar market in the 
middle." 

America's 27th largest TV market. 



ihapiro, two others 
pw new TvAR posts 

Three executive promotions at 
levision Advertising Representa- 
|es. national station representative 
pm, have been announced by 
fAR managing director Robert 
McGredy. 

Mar\ in L. Shapiro has been 
med general sales nian.iger. He 
also a vice president of the firm. 




J 6, 1-9*4 
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Betty Fui 
TV's neglect 

President jounson may be 
ready to recognize the intelli- 
gence of the fair sex, but television 
isn't. At least, not according to one 
woman who's had a good deal of 
success in both the programing and 
advertising ends of the medium. 

Betty Furness came on strong 
for a more realistic TV portrayal 
of women in a recent speech before 
the Columbus chapter of the Aca- 
demy of Television Arts and Sci- 
ence. 

The former Wcstinghousc spokes- 
woman on TV and current star of 
CBS Radio's Dimension of a 
Woman's World, Miss Furness 
slammed TV for neglecting the 
"normal" women. On the screen, 
she said, they arc cither scheming 
to outsmart their husbands, arc com- 
pletely scatter-brained, or non-ex- 
istent (as in TV's motherless fam- 
ilies, My Three Sons and Bachelor 
Father). 

The TV fixation with inadequate 
women has even reached commer- 
cials, she added, pointing out that 
appliance repair men, grocery 
clerks, and Mr. Clean all tell wom- 
en how to keep their homes clean. 

In addition to a general reap- 
praisal of the feminine role, network 
television could use a good after- 
noon women's interest program. 
Miss Furness said. "Not just a cook- 
ing and sewing show, but one along 
the lines of the old Home show. 

NBC primaries SRO 

NBC-TV posted an SRO on its 
coverage of the upcoming key pri- 
mary elections with the sale of half 
the package to Standard Brands (J. 
Walter Thompson). Included arc 
primaries in seven states and the 
District of Columbia with a scries of 
five special telecasts between May 
5 and June 2. Bcnrus Watch (West, 
Weir & Bartcl) has already bought 
half sponsorship in the primary sc- 
ries, in addition to 31 other NBC 
News TV specials dealing with the 
conventions and elections. 



of women 

It need not be as elaborate, but it 
should give women credit for some 
intelligence and their important 
contribution to all areas of modern 
life." ■ 



WABC-TV swings Crane 
to 5 nights a week 

With radio talk shows all the rage 
in New York these days (SPON- 
SOR, Mar. 16, page 52), the ABC- 
TV flagship has expanded its pro- 
graming in that area. Les Crane, 
whose somewhat controversial dis- 
cussion program had been aired 
Saturday and Sunday mornings at 
1 a.m. and afternoons (1:30-2:30 
p.m.) five days a week, is now on 
with five late-night shows weekly. 
Station's afternoon schedule has 
been reshuffled: the network feed 
of Tennessee Ernie Ford has been 
moved up to 12:30 p.m. and a new 
feature film showcase called Movie 
at One runs from 1-2:30 p.m., Mon- 
day through Friday. 



NBC posts SRO sign on 
a more fall programs 

Jack Paar and Saturday Night at 
the Movies arc all locked up for the 
'64-'65 season. The Paar sponsor 
picture has been roundel out with 
buys by Polaroid (Doyle Dane 
Bcrnbach), Green Giant (Burnett) 
and Hertz (Norman, Craig & Kum- 
mcl). Earlier orders were received 
from Spcidcl, P. Lorillard, and 
Block Drug (SPONSOR, Mar. 23. 
page 33). 

Union Carbide (Esty) and Pola- 
roid bought into Movies, bringing 
to 12 the total sponsor roster on 
the two-hour Saturday night scries. 

In other NBC sales, Allen Prod- 
ucts of Allcntown, Pa. (via Weight- 
man of Philadelphia), has placed 
its first network TV order for a 
summer campaign for its Alpo 
"100 mem dog food." Buy is for 
the Today and Tonight shows from 
June through August. American 
Cyanamid (Danccr-Fitzgcrald-Sam- 
ple) bought Today's special two- 



hour telecast Apr. 23 (7-9 a.m.); t 
the opening day at the New Yor 
World's Fair, plus a series of half 
hour weekly originations from th 
Fair every Friday (8:30-9 a m 
starting May 1 and continuitt 
through October. Wilson Sportift 
Goods (Campbell-Mithun) will b 
back for the fourth straight ym 
and Goodyear Tire & Rubbg 
(Young & Rubicam) for the secott 
to sponsor two of NBC's major goj 
tournaments — the 12th annu: 
Tournament of Champions (May S 
4-5:30 p.m.) and the 64th annus 
National Open Coif Champions?^ 
(June 20, 4:30-6 p.m.). 

Rust Craft flagships 
name top executives 

Ed J. Freeh of Fresno is th: 
new assistant general manager m 
WSTV (TV) Stcubcnvillc. He ma' 
formerly prelt 
dent and generu 
manager o I 
KOUT, Late 

Tahoe, and pii 
or to that sena 
a s cxecuu% 
vice presidEri 
and gene r a 
manager e 
KFRE (All 
Freeh FM & TV) I 

Fresno, Calif. 

WSTV radio has tapped WjlJiM 
B. Chcsson as promotion-public 
director. With the station sincu 
1959, Chcsson has been sport* di- 
rector since 1961 and will cot 
tine to serve in that job. 




CBS-TV O&Os plan 
public affairs swap 

The CBS-owned TV stations \\t 
launch their sixth annual Pub- 
lic Affairs Program Exchange Apr 
18. As in the past, each of the si* 
tions contributes 20 half-hour pri¥ 
grams of a local public affaM 
series for broadcast by all the offil# 
stations. 

This year's series and produeinf 
stations are: The American MwMM 
Theatre (WCBS-TV New Yorto| 
Sum and Sustance (KNXT Los Aw 
gcks) ; Science Unlimited (WBBHil* 
TV Chicago): Love to Rem 
(WCAU-TV Philadelphia); mk 
Food for Fun (KMOX-TV jg 
Louis. ) 

Through the exchange, each sta- 
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tiou broadcasts two hours a week of 
informational and cultural pro- 
grams. The first Public Affairs Pro- 
gram F.xchange began in 1959 with 
three CBS otto's exchanging series 
over a 13-week period. I "he ex- 
change was expanded to include all 
five stations in I960 and increased 
to 20 weeks in 1961, I his is one of 
three exchanges conducted b) the 
o&o's during the year. The others 
are Repertoire Workshop, a 35- 
week series designed to encourage 
local talent, and International Hour, 
involving the CMS owned stations 
and overseas broadcasters. 



Video tube sales off 

Flecironics manufacturers not 
only see no relief in sight from 
crippling foreign competition, but 
their sales continue a steady decline. 

HlA's Marketing Serv ices depart- 
ment reports that factory sales of 
both TV picture and receiv ing tubes 
were down this January. 

TV picture lube unit factory sales 
amounted to 788,973 in January 
1964, compared to 890,246 the 
previous January. 




0U SHOULD HEAR 



©fdon C. (Bud) Ponti ol KWBE Radio. Beatrice 
• brdfk«s. fdyt' "We'rt not n«w at buyinq library 
r *'ct ; we've had a number ol them plui tornt 
the 'bandits' who come thru' tellinq 'recorded 
ommercidh.' So when I say CRC it th« fineit 
*f ever seen or used I feel that means a lot 



tear "MONEY MAKER" 
pace A & B, East Exhibit Hall 
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New KTVT facilities 
provide for color 

Color will be included m the 
new transmitting facilities of K I V I 
l-l. Worth-Dallas. 

Station has gotten an I ( ( ' go- 
ahead on a new timer. 500 1 et l 
taller than the pieseut one in the 
Meadowbrook section of hi Worth 
I his one will go up at Cedar Hill 
in Dallas Count) . I be tallest point 
in North I e\as available lor I \ 
transmitter construction It will be 
constructed to maximum height al- 
lowed by the Federal Aviation Au- 
thority, 2,349 feel above sea level. 
Serv ice is expected to begin with 
the new equipment by Aug. I . 

In Baltimore, where work is in 
progress to raise by 270 feet the 
candelabra lowei which supports 
the antenna ol all three I V sta- 
tions, W'J/.-TV has broken ground 
for renovations and additions to its 
building. Fxpansion will add near- 
ly I 1 ,000 square feet of new space, 
with target date for completion late 
fall. 

A new engineering oft ice will 
be constructed adjacent to existing 
facilities. An open court between 
the present engineering area and 
other office space w ill be filled in 
to become the new WJZ-TV "film 
wing." a facility which w ill include 
not only motion picture and of I ice 
space, but a darkroom for the pro- 
cessing of still photographs. I "he 
most significant area of expansion 
will be construction of a new tuo- 
storv addition. 



Ernest Stern dies 

Frnest h. Stern, 48. director ol 
press in formation. Hoik wood. (US- 
TV. died of a heart attack Mar 29 

After World War II. Stern joined 
Radio-TV Daily . serving in various 
editorial positions lor five years, in- 
cluding associate editor of the Ra- 
dio Annual and I V Yearbook. In 
1950 he joined ABC Press Infor- 
mation Department as copy chief, 
becoming trade news editor in Sep- 
tember 1951. acting publicity man- 
ager in 1953. and publicity man- 
ager the following year. In 1 955 he 
moved to Hollywood as director of 
advertising and pubheilv for ABC's 
Western Division Stern joined CBS- 
I V in November F>5 1 > as director 
of press information. Hollywood. 




Put your thumb 
on the whole 
Sioux Falls 
98-county market 

WITH JUST ^ TV FACILITY' 
WITH *W FILM OR SLIDE! 



FROM 



I 



TV CAMERA! 



KEL0- LAND TV's three 
transmitters, operating as ONE 
station, give you complete, 
instant coverage of this whole 
major market! 284,8000 tv homes. 
And more of them watching 
KEL0-LAND TV than all other 
stations combined. 

5 -STATE TELEVISION 




pwil 6, 1964 
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Rep?* 


'PUT OKI' A CUAUil 

TEEVEES! If you have acts 
to grind, Story Board will be 
glad to print your gems. Just 
mail 'em to WTRF TeeVees 
Editor, Wheeling 7, West Vir- 
ginia. The TeeVees game is 
underway! 

wtrf-tv Wheeling 



- - — - dw^wi io 1 1 vc \i ainei Miuwi Deal/ 

No comment (You Don't Say) 

David in D. C. (Our Man in Washington) 

Think Camp (Concentration) 

No golf course (Missing Links) 

Theory of evolution (Missing Links) 

Symboled foyer of the infamous (Hallmark 

Hall of Fame) 
Physicians and surgeons (The Doctors) 
Spy game (Espionage) She's a nut (Hazel) 
Rugged and prepared exhibition (Ruff & 

Reddy Show) 
Second evening at the cinema (Monday Night 

at the Movies) 
Ding-dong ring-up time (Bell Telephone Hour) 
Chet chat David data account (Huntley Brinklev 

Report) 
Verbatum (Word for Word) 
Fact or effect (Truth or Consequences) 
Honesty or trsvesty (Truth or Consequences) 
Veracity or efficacy (Truth or Consequences) 
Inmate outings (Fugitive) 

Paarless barbed ire (That Was The Week That 
Was) 

Corn on the macabre (That Was The Week 
That Was) 

Deriders Digest (That Was The Week That Was) 
Scarlet skinnybone display (Red Skelton Show) 
Kim's father (Mr. Novak) 

Old man who lives on a shoo (Ed Sullivan 
Show) 

In the good ole summer time (any summer 

replacement) 
Thanki lor the lost three 7eeKee goooVes go 
to CA/cogo's Paul J. Qualver. 

Wheeling wtrf-tv 
*BLAST OF THFBIG VENDORS! Edward Petry 
and Company is our national rep. Just ask 
any Petry man for all the answers on the 
WTRF-TV Wheeling/Steubenville impact! 
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YOU SHOULD HEAR 

Stan Foreman, Manager of KHOK Radio, Hoquiam, 
Washington, says: "Not only have the CRC jingles 
given us the big market sound, the CRC Money 
Maker Series has opened up many new accounts 
to us thru custom and quality presentations . . . 
To sum it up, WE LOVE OUR CRC SERVICE." 

Hear "MONEY MAKER" 
Space A & B, East Exhibit Hall 

COMMERCIAL RECORDING CORP. 
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Bright *64 picture 
painted for ABC 

Pauley tells radio network's affiliates 
of 38% gain in segmented sales last 
year over 1962, with first quarter of 
1964 ahead 26% over 1963 period 



Segented sales figures for 
ABC Radio last year were 
38% higher than for '62, affiliated 
station representatives were told by 
network president Robert R. Pauley 
yesterday (5) at a pre-NAB Con- 
vention meeting in Chicago's Con- 
tinental Hotel. 

He also painted an optimistic pic- 
ture for 1964, noting that sales 
are up 26 in the first quarter this 
year over the same period in '63. 

Earl Mullin, ABC Radio v. p. in 
charge of station relations, spoke 
about the network's "vastly im- 
proved clearances" and its "con- 
tinued healthy state," pointing out 
ABC now covers, "with a top-level 
signal, 96. 1 % of all U.S.. radio fam- 
ilies." He said this improved cover- 
age picture "coincides with a re- 
duction of total affiliates from 423 
a year ago to 41 7 today," made 
possible through "the addition of 
several high-powered facilities and 
a careful geographical placement. 

Pauley's report also touched on 
the beginnings of the recently estab- 
lished Program Feature Service, in 
which programs are created specifi- 
cally for sale on the local level. He 
said that through renewed promo- 
tional efforts in reaching stations di- 
rectly, such programs as Dr. Joyce 
Brothers have enjoyed new suc- 
cess. "In the last two weeks," 
Pauley noted, Dr. Brothers has been 
sold in seven new markets." 

The ABC Radio president, in ad- 
dition, discussed continuing efforts 
under John A. Thayer, Jr., the net- 
work's new programing director, to 
co-op a new drama series this year. 
"Although we had been confronted 
with problems finding writers fa- 
miliar with modern radio tech- 



nique," Pauley said, "we have over- 
come these problems and will be, 
ready to start in June." He added 
that initial plans to air the draml 
scries 55 minutes a day had bcefr 
changed to 25 minutes, Monday 
through Friday. 

Jn sports, he reminded ABC Ra- 
dio affiliates their exclusive airing 
of the Cassius Clay-Sonny Liston 
championship attracted more than 
75 million listeners, which he said 
was a record for any single com- 
mercial entertainment program in 
broadcast history. 

Turning to the network's news 
coverage, Pauley said: "The year 
1963 was one of the biggest news 
years in our history. Radio, more 
than any other communications me- 
dium, and ABC Radio, more than 
any other network, lead the way. 
Radio's coverage of the tragic events 
surrounding the assissination of 
President Kennedy was not only 
thorough but unbelievably immedi- 
ate, And ABC Radio was the fir#| 
network, by several minutes, to 
bring the shocking news of the at-' 
tention of the American public." 

In line with this, WFAA DalM 
received a plaque as one of All? 
Radio's first annual awards for 
"contributions to broadcasting," 
which read: "For disinguisbBl 
service to the American people and 
to radio broadcasting during IhU* 
tragic events following the: assassi- 
nation of John Fitzgerald Kennedy,, 
35th President of the United States,,. 
Friday, Nov. 22nd through Mon- 
day, Nov. 25, 1963 . . ." The plaqiPi 
was accepted in behalf of WFAA 
Radio by Mike Shapiro, vice presM 
dent and general manager of WFAA 
Radio and TV. " ■ 

5PO 




Also receiving the network 
awards were Rep. Oren 1 lams (I).. 
Ark.), chairman of the House Spe- 
cial Subcommittee on Investiga- 
tions, ami Cities Service Oil Co. In 
addition, each congressman on the 
eight-member House unit were 
given citations. 1 hcv were honored 
for "causing investigation directed 
toward the improvement" of "cer- 
tain audience measurement serv- 
ices." 

The award to Harris read : ". . 
For exceptional scrv ice to radio 
broadcasting during 1963. I'ndcr 
the chairmanship of congressman 
Oren Harris- of Arkansas, the House 
of Representatives' Subcommittee 
on Investigations of the Committee 
on Interstate and Foreign Com- 
merce has with diligence, integrity . 
and thoroughness, been instrumen- 
tal in rendering with clarity and 
precision the inadequacies in cer- 
tain audience measurement services, 
and causing instigation directed 
tow a rd their improvement. 

"Such services being a major fac- 
tor in the programing, advertising, 
and sales of the radio medium, the 
ABC Radio Network Awards Com- 
mittee has ordered this plaque to 




OU SHOULD HEAR 



(I Kilmer. General Manaqer of K-TTT Radio 
luftbuj, Nebraika i4ii: "Your library it qreat 
4 »« art v»ry haDPv *»' n it. 



ir "MONEY MAKER" 
ee A & B, East Exhibit Hall 
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be stiuck. and presented to chair- 
man Harris as the person. neitlK i 
broadcaster nor advertiser, uho has 
rendered the most significant con- 
tribution to radio broadcasting dur 
ing the vcar P>63." 

I he award to Cities Service was 
for the "most creative commercial 
b\ an A IK ' Radio advertisei during 
1963." accepted In representatives 
of the I ulsa-basetl company and 
its ad agency , Lennen & Newell. 

In addition, citations were pre- 
sented to representatives of Pepsi 
Cola and BBDO. for th "best 
commercial jingle;" Campbell Soup 
( VN Juice ) and Needham. Louis & 
Brorby, for the "best dramatized 
commercial;" and Mermen Co 
( Sof Stroke) and Warwick ik Fee- 
ler, for the "best straight copy com- 
mercial." 

Pan lev. in making the presen- 
tations, said the awards are 
one method by which "a network 
can show its gratitude and recogni- 
tion to persons and groups who have 
helped better broadcasting through 
their efforts." 

During the meeting, attended by 
some 500 people. ABC Radio's on- 
air personalities were presented in 
a 30-minute showcasing, the first 
time the network has ever presented 
a show for its affiliates. Participat- 
ing in the revue were Breakjasl 
Clubbers Don McNeill. Fran Alli- 
son. Sam Cowling, Mary Jane 
Luckett, Bob New kirk, Fddie Mc- 
Keon; Flair Reporters Betty Ad- 
ams. Jim Harriott, and Charlie Os- 
good; news commentators Id ward 
P. Morgan. Paul Harvey, Alex 
Van Horn, and Don Allen; sports 
commentators Howard Coscll, Tom 
Harmon, and Fes Keiter; and Dr. 
Jovce Brothers and Norman Kraeft. 
hosts of their own shows 

The revue, a "tribute to affiliates" 
through sketches and song, was 
produced by William MacCallum 
and directed by Warren Somerville 
an I Cliff Peterson. It was written 
by Triva Silverman, of the current 
Downstairs at the Upstairs revue 
m New York, and musk was pro- 
vided by Eddie Ballantme and a 
1 5 -piece Breakfast Club orchestra 
Heading the delegation of Ameri- 
ean Broadcasting - Paramount The- 
atres and ABC executives attending 
the session was AB-PT president 
Leonard H. Goldenson. 



Twin Citians 
get their 
traffic reports 

aUVE 

from the sky 

on WLOL's 




exclusive, prize- winning 

AIRWATCH 



Just think 
what yon can do 
icith a radio station 
like this, 

in .selling the * 
Ttiin Cities 
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SYNDICATION 



Inch succeeds Harper 
as NBC-Canada chief 

James T. Inch, vice president, 
sales, of NBC-Canada Ltd. since 
he joined the unit in 1960, has been 
appointed vice president and general 
manager, succeeding George Harper 
who resigned recently to start his 
own business in Canada. 

Inch was a sales representative 
of MCA from 1958 to 1960, and 
for six years before that he had his 
own insurance agency. From 1949 
to 1952 he was advertising manager 
of Canadian Gypsum. 

A subsidiary of NBC, NBC- 
Canada Ltd. operates under the En- 
terprises Division, with main offices 
in Toronto. It functions as a distri- 
butor of TV programs in Canada, 
and as producer of live programs in 
that country. 

Blechta NSI director, 
operations to N.Y. 

A. C. Nielsen Co. is moving the 
operating management of its Station 
Index Service to New York in "first 



of scries of sweeping changes de- 
signed to make NSI more flexible 
and truly responsive to needs of ad- 
vertisers, agencies, and broadcasters, 
announces Henry Rahmcl, exec v. p. 
of Nielsen's research division. NSI 
is Nielsen's local TV research serv- 
ice. 

Shift- involves naming of NSI 
eastern division v. p. George E. 
Blechta as director of NSI, continu- 
ing to headquarter in N.Y., and ap- 
pointment of NSI central division 
v.p. William R. Wyatt as national 
sales manager, moving from Chi- 
cago to N.Y. NSI v.p. John K. 
Churchill continues as administra- 
tive coordinator of NSI service and 
remains in Chicago. 



Reeves launches new 
heavy-duty TV tape 

Said Edward Schmidt, director of 
research and engineering for Reeves 
Soundcraft, "It is almost impossible 
to distinguish the base from the 
oxide side." What Schmidt was 
talking about is a new version of 
Reeves Soundcraft Tape, produced 
by a process the manufacturing 




firm calls Micro-plate. In field tests, 
according to Schmidt, the new tape 
"exhibited a tape life of over 7Q0 
passes without sign of deteriora- 
tion." The tape's smooth surface m 
thus claimed to give longer tape life, 
longer head life, and a better TV 
picture in its use in TV programs 
and general commercial production. 

Because of the number of tape 
users and broadcast engineers sched- 
uled to attend the forthcoming NA1 
convention. Reeves officials plan to 
showcase the new tape at the com- 
pany's NAB display. 



RCA equipment outfits 
new ETV facility 

Recently equipped by Radio 
Corp. of America with sonie of th 
latest TV apparatus (valued at ap- 
proximately $500,000), Brooklyn 
College is now the proud possessor 
of a new $4.5-million TV center 
that includes six RCA cameras, two 
video tape recorders and complete 
control room setup, and two TV 
film systems. 

Among the speakers present for 
dedication of the center was Da 11 
aid H. McGannon, Group ,, 
( Wcstingliousc Broadcasting) presi- 
dent, who discussed "The Best of 
Both Worlds" — the close and warm 
cooperation between commercial 
and educational TV broadcasters. 

Under the direction of Dr. Eu- 
gene S. Foster, the center will pro- 
duce videotaped instructional mas- 
terial for on-campus use; programs 
for New York's non-commercial TV 
station* WNDT and WNYC-T** 
and items for use by National Ed 
eational Television (NET). 



Illlllllllllllllilllllllllllllllllllllllllllllllllllllli 

Seven Arts signs Midwest buyer 




Riding the crest of station interest in post- 1950 pictures is Sev;en Arts, H 
H which recently signed WTCN-TV Minneapolis as a feature customer. g 

Seen above, general manager Art Swift of WTCN-TV (center) signs 
= for a package of SA's Warner Bros, and 20th Cenjury-Fox releases, of I 
which almost half are titles available for local colorcatting. Looking on ( 
are WTCN-TV program director Mori Kosciimaii (left) and SA's 
Midwest Division sales exec Othnr ()li\cr (right). SA regularly promotes 
s station buys to agencies. I 

:<i!iiiiiiiii!iiiiiiiiiiiii!iiiiiiiiiiiiiniiiii» 
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SPONSOR 



NATIONAL FILE 



ADVERTISERS 



Victor A. Bennett, chairman of 
Pritchard. Wood, elected to board 
of directors of the British-American 
Chamber of Commerce in New 
York. Since last October he has 
bex?n chairman of marketing, adver- 
tising, public relations, and related 
services committee of the Chamber, 
which was formed under charter of 
fhc United Kingdom Hoard of Trade 
ki 1920 to promote trade between 
he U.S. and the British Common- 
AGalrh. 

Peter V. Emerson appointed mar- 
keting manager of the Food Prod- 
icts Div.. The Borden Co. He will 
Kindle the sales and advertising pro- 
»rams for the grocery and cheese 
Srdduets. 



Alfred Fleishman, senior partner 
of Fleishman- Millard, elected presi- 
dent of the board of directors of the 
Jewish Federation of St. Louis for 
1964. lie is also chairman of the 
board of the Media Club; member 
of the executive board. St Louis 
area Council. Boy Scouts of Amer- 
ica ; and serves on the public re- 
lations advisory council of the V S 
Brewers Foundation. 

Hovey Larrison, agency radio I V 
director, named creative director of 
Conklin. Labs A Be bee Advertising 
and Public Relations. Sy racuse. luo 
other agency promotions are Jay 
J. Garbutt, senior art director to 
manager of the art department, and 
Matthew Ricciardi, copywriter, to 
media research director 



J. Robert Stassen named presi- 
lent of North Central Life Insur- 
rtce Co., St. Paul; Theodore San- 
orn named chairman of the board 
nd chief executive officer. Stassen 
las been with company since Au- 
ust I960 as agency supervisor for 
s credit insurance department. San- 
orn spearheaded formation of 
onipany in I960 as a holding com- 
any that owns and manages a 
roup of insurance companies and 
uitual fund sales companies. 



William Grisham joined Camp- 
bcll-Mithun, Chicago, as a copy 
group head. He was formerly with 
Young & Rubieam. New York, in 
charge of special creative project- . 

Donald Brant appointed vice 
president in charge of package goods 
accounts lor Rumrill Co.. New- 
York. He was former principal in 
the Croot & Brant agency, joining 
Rumrill as a v ice president and ac- 
count superv isor in 1961 . 



Dr. John Madigan joined Zenith 
adio Corp. as division chief in the 
."•lid state research group. He was 
prrnerly a senior scientist at the 
oy C. Ingersoll Research Center 
Borg Warner Corp. 



rr GENCIES 

* Chester Nygren and Jerome 
.nj *mpler promoted respectively to 
,t, ( w|y created posts of supervisor 
production and supervisor of traf- 
and forwarding at Kudner Agen- 
Both have been in agency's pro- 
ction department. 

(-. John C. Monks, account super- 
\ Kor at Ted Bates, appointed agency 
1 " -c president. 



Alfred R. Sanno named vice pres- 
ident in charge of the media de- 
partment of McCann - F.riekson. 
New York. Since joining agency in 
1 953 he has served as print super- 
visor, broadcast superv isor. associ 
ate media director, and director of 
media planning. 

McDonald Gillespie elected vice 
president of BBDQ. He has been 
with agency since 1 944 and in addi- 
tion is agency director, management 
supervisor, and member of the exec- 
utive committee. 

William F. Allison transferred to 
the Houston office of Ketehum. 
MacLeod & Grove from Pittsburgh 
headquarters, to supervise recently 
acquired Texas National Bank of 
Commerce account. 



Robert P. Hurley, ,>u > it 
named vice pit id fit ol \I i\ a I) 
troii I le u ill (.out ii i h ndl n 
Pittsbiiigh Paints I )n .1 PP( » ti d 
I llkoln N.itlon d I l! Ill Hi ii c i 
counts 

C. Ray Canady promoted to m oi 
ager. consumer markets ,uk iti in \ 
for Rev nolds Met.il ( o 



TIME/ buying & selling 

I v \ R up 
point s Ma y e r 
(Mike) Levinton 

as research man 
ager. announces 
Robert M Mc 
(ircdy . niaiiai* 
ing director ol 
the station rep- 
resentative firm 
He vv ill work 
under direction 
of Bob Hoffman, marketing and re 
search vice president 

Donald J. Ouinn, director of na- 
tional sales. RK() General Broad- 
casting, appoints I- rank J. Carlson 
and Lionel burst as national sales 
executives for radio and television 




YOU SHOULD HEAR 

WM Jt M * V<? R&r* ft© 5 4-3 S * V* 9 •-<■ 

t© sft & «=& 0®tft *' * bv >() s 

# Qddv & f 9Q f r 9 • J * S ■ & l * * 

t> * »** %<s> % f-oi ^ & *e £*i *dd 1 % - • 

K^d^ 9 4 p d O W * ' f "H* N f A % '1 5 

Hear "MONEY MAKER" 
Space A & B, East Exhibit Hall 

COMMERCIAL RECORDING CORP. 




I 6. 1964 



113 




Janson 

Co., and was 



Donald Joel 
Janson joined 
the Television 
Sales Develop- 
ment Depart- 
ment at Peters, 
Griffin, Wood- 
ward. Prior to 
this he was with 
Dancer - Fitz- 
gerald - Sample; 
A. C. Nielsen 
member of the 



sales staff of station KOCW-FM 
Tulsa. 

CBS Radio Spot Sales appointed 
Ed O'Berst as sales manager of the 
representative firm's Chicago office, 
it was announced by Mauric Web- 
ster, CBS Radio vice president, and 
general manager of CBS Radio 
Spot Sales. 

J. Larre Barrett named manager, 
sales service, central sales, NBC, 
Chicago, it was announced by Angus 
Robinson, vice-president, central 
sales, NBC. 

Robert L. Dudley elected execu- 
tive vice president of the Meeker 
Co. He joind the company in 1957 
as an account executive. 




YOU SHOULD HEAR 

Ed Guss. Mdnaqer of WGVM. Greenville. Missis- 
sippi, says: "We have found the CRC Library 
excellent in concept and production and have 
used it successfully in makinq several presentations." 
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Kcttel-Carter, Boston, announces 
the appointment of John D. Kettel 
to vice president. 



Carroll Lay- 
man to manage 
Roger O'Con- 
nor, Inc.'s, Chi- 
cago office. He 
is former vice 
president and 
central division 
manager for 
Harrington, 
Righter & Par- 
sons, and was 




Layman 



also an account executive in the 
Central Division of ABC's Radio 
and Television Network Sales. 



TV MEDIA 




Stern 

CBS-owned TV stations on a 
gineering matters. 



Joseph L. 
Stern named di- 
rector of Engi- 
neering for the 
CBS - TV Sta- 
tions Division, 
and will serve 
as consultant to 
division m a n- 
agement and the 
technical direc- 
tors of the five 
en- 



Robert Bennett, vice president, 
announces appointment of Michael 
Volpe, formerly merchandising man- 
ager, KTTV, Los Angeles, to ac- 
count executive in the sales depart- 
ment. 

James H. Wood, Jr., and Greg- 
ory Harbaugh have joined WBAL- 
TV Baltimore as account executives 
on the sales staff. 

Hugh Benson returns to Warner 
Bros, to assist William T. Orr, vice 
president, in the administration of 
the studio's TV station. Richard 
Bluel and Dick Linkroum also joined 
the TV department to work along 
with Michael Meshekoff, who has 
been for some time with the studio 
in Burbank, Calif. 

Sol Saks, creator of many coined) 
series, signed with CBS TV as exec- 
utive producer of Comedy Programs, 
Hollywood. As well as supervising 
all comedy programs originating in 
Hollywood he will create one pilot 
a year for the next ten years. He 
previously produced such comedy 



programs as 'The Eve Arden 
Show,' 1 "My Favorite Husband, 1 ' 
and a new scries for next season, 
"Bewitched."'' 

Ernest G. Byrne named assistant 
program manager of KPIX Sag 
Francisco. He Comes to Channel 
5 from the United Kingdom, where 
he was program controller fox Tele'- 
du Cymru (Wales Television Mjfl 
work). 

Dick Taylor Hollands appoinWl 
administrative assistant to the gilfi 
eral manager Of WTVJ-Miami. He; 
was formerly director of personnel 
of Triangle Publications, radio* 
television division. 



Perry Smith, who has served wf 
NBC sports for 1 1 years, appointed 
director, sports. He has been man- 
ager of sports for the network sines 
last September. 

Bernard L. Kowalski and Bruce 
Geller named producers of "Rail 
hide," on CBS-TV, effective M 
start of new season in September. 
They have jointly produced episode 
of "The Dick Powell Theater" ajf 
"Four Star Theater," written an! 
directed such TV series as 
Westerner" and "The Rebel." 



Don S. Flanders promoted to op- 
erations/ production manager for 
KXLY-TV Spokane. He has bej§ 
with the station eight years, molt 
recently as senior announcer. 



i 



Ronald Woods named mei 
dising manager of KTTV Los 
gelcs, succeeding Mike Volpe, pro^ 
moted to account executive for 
station. 

Lloyd B. Forrest promoted to s^B 
manager of WLWC Columbus, 0, 
replacing Richard Reed, who moj 
up to general manager of the statftti, 
to succeed Walter E, Bartlett, rjW 
in charge of TV for Crosley BrolSJ 
casting and based in Cincinniar 
Forrest has been WLWC accenfl 
exec since "55. 

RADIO MEDIA 

Col. Richard F. Wbitcomb ap- 
pointed commercial sales nianaM 
of WDHA-FM Dover, N.J. Pfl 
to this he has been associated WM 
Picatinny Arsenal, Thickol Cheittj 
cal Corp., and Hercules PowiJ 
Co. 

spoNSta 



F. Melville Green, onetime NBC 
sales service manager, died Mar. 23. 
He was with NIK* from 1427- 1444 
when he moved to St Augustine. 
|-ki. to operate a tourist court. Later 
ht was a salesman for Wl 1 1 V West 
l*iilni Beach. 

Larry Coy added to KFRC San 
Francisco sales staff as an account 
executive. Prior to joining KFRC 
he was sales manager at KSAY 
San Francisco. 

Nicholas D. Newton joined the 
sales department of WINS New 
York as account executive. For the 
past \ear he served as sales manager 
of |v\ Broadcasting, Svracuse. 

Bill Nelson, WHLI Huntington, 
L.|. director of public affairs, named 
vice-chairman of the 23-member 
Nassau Count) Committee on the 
Handicapped. He has previous!) 
served as chairman of the commit- 
tee's public attitudes subcommittee. 
The committee is headed by A. Wil- 
iam Larson. 

Joel M. Thrope named general 
ianager of Louisville's WAKY. He 
oined the station in 1962 as com- 
ercial manager. 

Marl in D. Schloftman appointed 
ales manager of W'DGY Minne- 
apolis/St. Paul. He has been with 
he Stor/ station since 1'>M as an 
iccoimt executive. 

Joe O'Neill, newscaster, named 
rogram director of W'QMR- 
Y G A Y - F M Washington. D.C. 
•since joining the station in 1 962 
re served as announcer, newsman 
<nd public relations director. 

Charles Webster joined Group 
>V, New York, as manager, press 

ekttions. For the past three vears 
ie was director of television publi- 

ity for Rogers & Cowan in Los 
\ngeles. 

Peter Kadetsky appointed to the 
VBZ sales staff. Boston. He was 
ormerly regional radio /TV reprc- 
•ntative for the Ham Wheeler Co. 
nd the Kettell-Carter Co. 

Art King, public affairs director 
t WFFI-CBS Radio Boston and 
ell know n New Fngland broad- 
rster. retired Apr. I after more 
ari 27 years of serv ice. He joined 
I station in 1937 as an announcer 
d sportscaster. Since then he 
rved asi production director and 
*ws director. He is a past president 



of the I 'lined Press lntern.itioii.il 
Broadcasters Assn ol M.iss.iehu 
sells. 

George B. Storer, ehaiim.in and 
chief exec officer of Storer Broad- 
casting, elected president and chair- 
man ol the executive committee of 
Miami Heart Institute, non-profit 
hospital devoted to cardiovascular 
care. In conjunction with his sister. 
Mrs. J. Harold Rum, he donated 
the Mabel Mo/ier Storer Pavillion 
for chronically ill patients to the 
Institute. This fully equipped three 
storv building is named in the nieni- 
orv of their mother. 

SYNDICATION 
& SERVICES 

Gerald S. Corwin and Jerome Lee 

joined sales staff of W esthampton 
Films. I he former makes Minne- 
apolis the headquarters for his mid- 
western aetiv ities. Lee becomes the 
west coast representative, headquar- 
tering in Los Angeles. 

Mrs. Ruth Hendler to MPO Vid- 
eotronics as administrative coordi- 
nator and manager of office opera- 
tions and personnel. She was pre- 
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HOW 
CAN 
YOU 
SOUND 




ON RADIO? 




Get a great jingle, that's how. From 
Studio Ten productions. 
Studio Ten is new, and young, and 
vigorous. Studio Ten has an outstand- 
ingly creative talent-team. Studio Ten has 
really big facilities. Plus the best equip- 
ment m the business. 
Studio Ten is already gaining an enviable 
reputation for reliability. 
Tear out this page, send it to Studio Ten. 
and you'll get your very own pngleman 
by return mail. No obligation, except to 
listen to him for five minutes 
We'd like your business. How about it? 

STUDIO TEN PRODUCTIONS 

SUITE 1329 EXCHANGE BANK BLDG . DALLAS 
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IN MADISON 

WKOW-TV S ' ' • 

The Rifleman 

• * * shoots up 
rating records! 



THE RIFLEMAN, on WKOW-TV, 
actually outdraws network tel- 
evision's highly touted news 
pair (on another station) by 2 
to 1. 

Want another sure shot? 
WKOW-TV's own EARLY NEWS 
peaks with a whopping 40% 
share of audience. 

Local and lively programming 
like this scores amazing gains 
for WKOW-TV throughout the 
week! Ask your Adam Young 
salesman for one-minute avails 



in this 
lineup! 



power-packed Ch. 27 



i 



Source: Nielsen Station Index 
Nov. '63. 



rating estimates. 




viously office manager and person- 
nel director of Fletcher Richards, 
Calkins & Holden. 



Walter (Dan) Davison promoted 
to newly created position of assis- 
tant to the president of Morton J. 
Wagner Co. The company pro- 
duces and sells audio services to 
broadcasters. 

Joe Cramer signed as director of 
business affairs for UPA Pictures. 
He comes from CBS-TV, New 
York, where he served as special as- 
signments administrative production 
control supervisor. 

Clyde Skeen elected to new post 
of executive vice president and 
chief financial officer of Ling-Tem- 
co-Vought. He was also named 
chairman of the newly formed fi- 
nance and controls committee. 



Fred R. Frank, Jr., appointed 
southern sales manager for Em- 
bassy Pictures* television depart- 
ment, headquartering in Miami. 
Frank has specialized in the south- 
ern territory the past 15 years, rep- 
resenting major companies, includ- 
ing National Telefilm Assoc. 

Irv Turvey appointed sales engi- 
neer of SOS Photo-Cine-Optics, as 
western manager covering the 13 
western states including Alaska, Ha- 
waii, and Western Canada, head- 
quartering in Hollywood. He for- 
merly was a director of photography 
at KSBW-TV and KOLOTV Reno. 

Lewis T. Harris, formerly of Alex- 
ander Proudfoot Management Con- 
sultants, appointed research man- 
ager of Russell Marketing Research, 
in charge of scheduling and control- 
ling internal operations. 

John D. Cur- 
tin, Jr., appoint- 
ed manager of 
Black, Sivajls & 
Br y son's fila- 
ment structures 
division at Ard- 
morc, O k 1 a ., 
which manufac- 
tures glass fila- 
ment w o u n d 
products (poxy- 
glas). For the past two and a half 
years he has been, manager of 
B'S&B's automation equipment di- 
vision. Tulsa. 
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| • personal attention 
^ • effective merehandisinjj 
value- plus rate plans 




12 

CHATTANOOGA 



CALL 



ADVERTISING TIME SALES,, I Ns tej 



NOW! 




YOU SHOULD HEAR 



Ed Lovelace of KOGT, Oranqe. Texas, says: "WhTMj 
we are a small market station, the help torn youjs 
service has enabled us to get accounts that wf 
never had before, and has s qivjert to the commercial 
content of our station a big ma/kef sound/' 



J 
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ALFRED J. BuPOMTAWA 



•6 apt extremely proud to rereive 
?n(ed to WPBM tfetf» for its 
'.Yes* tremendous iiii{3^v4S li Star 
Stse'Cess in, »«gt-ti^ ■•mm moral ©hl|p 
MXMjgftr of The W KRM Stalfew . 
■'the diver*® jEreftips x#Mi#j make up 
certain »t»es * ,■ * lhat graft 

while' fe an injtefrii ptpf #f sua 



wefcsri AJfead I. rfn-Pm* Asrard for M«i8.. ThU. national award. 
M<rm&®«$ of *he social and |»hlica] pro^l^fris -of it* G©,s*n.i«nv4.piiy« 
ifeth. «uCv®*iefy . , « a -paifcefffil ||^Hii»(lfl»Uii>ftt of oujf 
l@n CaanpWIl, Vi«G Pissbldefli and G'fiterrtl 



. "to §«| 

concern for the 
too, of all our 
I bro. 
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WFBM RADIO 






HAS MONITOR ON WEEKENDS 







HAS NEWS ON THE HOUR; AND 







HAS EMPHASIS AND SPORTS; AND 





HAS WONDERFUL AFFILIATES; AND THAT'S 





